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HEAT | 


Your customers are being told 
in this country-wide magazine 
advertising campaign how 
aches, pains and lameness van- 
ish before the comforting 
warmth of Simplex heat. 





Use your window and counters 
to tell them that you can sup- 
ply the famous, nationally ad- 
vertised Simplex Heating Pad. 


Have you one of our handsome. 
heating pad display stands ? 
Three thousand dealers use it. 
Yours free with initial order 
for six pads. 
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Blanketing the country, 
with the NEW Sunbowl advertising 


Millions of prosperous readers are now learning through 
steady full page color advertising in the Saturday Eve- 
ning Post that a Simplex Sunbowl is a household 
necessity. Among those millions are hundreds of your 
customers ! 

Be ready to sell them Sunbowls. But more than that 
— capitalize this advertising by telling them — and 
demonstrating — that Sunbowl heat will scatter those 
dread autumn chills and make a home out of an ice 
box! Write today for liberal discounts, new window 


displays and other sales helps. 
Simplex 
SUNBOWL 


Various sizes retail- E L E i 2 & iR | i 
SIMPLEX ELECTRIC HEATING COMPANY 


ing at $5 to $10 
pew detraiay> ache 85 Sidney Street, Cambridge, Mass. 
120 West 32nd Street 15 So. Desplaines Street 
radiator. New York, N.Y. Chicago, Iil. 
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HE motion picture, ‘‘The Great 

Surprise,” mentioned in the plan book 
of the Lighting Educational Committee, 
has been completed by the Atlas Film 
Company, Oak Park, IIl., and is available 
for showing in every community where 
local concerns are sponsoring a contest. 
The film depicts the effects of bad lighting 


in the home of an average family. Bess, 
the little daughter, enters the essay con- 
test, and later interests her father in 
correcting their lighting facilities. Cut- 
backs show the lighting as it was before 
the changes, and how it was improved. 
Information on leasing the film can be had 
from Atlas Film Company, Oak Park, III. 
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Some Toronto “Red Seal’ Homes 


That the ‘‘Red Seal’”’ campaign is a defin- 
ite way of increasing business for electrical 
contractors, dealers, and central station 
was indicated in a recent report of the 
Toronto Electric vice League which 
showed an actuye rease of 50 per cent in 
the wiring « of @iffiomes as compared 
with non-R The wiring in 
the eight hot the left, aggre- 
gates $1, 500 g per house. Pro- 
vision is m range, water- 
heater and gra’ HOME fer about 55 outlets 
in each house. 

Below—One of the’eight houses on Chaplin 
Crescent, one of Toronto’s better class resi- 
dential districts. These homes have a total 
of 315 outlets, an average of 40 each. 










Below—Four Red Seal homes in a 
row on Heath Street East. Wiring 
contracts for the two buildings in fore- 
ground were let on Red Seal specifica- 





tions entirely. 















g ie ery house in this 
row on Gl Adon Wine Road has an 


electric 
In ord the Red Seal, 
the owner 4 or must conform 


eng 


“Standard Elect¥ic Home,” which are 
given below. 















Houses 7 rooms and over—Stand- 
pipe and main|switch capacity to pro- 
vide for connected load of 180 amps. 
Distribution box t have two extra 30- 







amp. Circuit 
panel to hav; prov Hi0b. for two spare 
circuits. Ringe ee No. 6’s) 
to be completed ki connection. 


Distribution aig to have one extra 30- 
amp. 250-volt fuse block. Circuit panel 
to have provision for two spare circuits. 


Range wiring (three No. 6’s) to be 
completed to point in kitchen. 

Standard outlet in each room or 
main hall. Outlet on porch or main 
veranda, controlled from switch inside. 
Cellar stairway to have light, controlled 
from switch at top Outlet in laundry 


Ca: i of furnace, 


trolled from 
ced. Three- 
ms and down- 













" =r twin style), / i : 

1 in dining omy in“each bedroom, i Ee sins 

1 in sun room, 1 in'laundry for washing jf 4 
machine, etc., 2 in living room, 1 in 

kitchen, 2 in den or upstairs sitting 

room, 1 in sewing room, breakfast room, 

etc. (if any). 
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How the “Red Seal” Campaign Is 
Raising Wiring Standards at Toronto 


A Year’s Experience with the Plan of “Certifying Residence 
Installations for Adequacy” Now Being Developed for Use in 
the United States by The Society for Electrical Development 


URING 1923 there was insti- 
D tuted in Toronto the “Red 
Seal” plan of “certifying to 

the adequacy” of the electric wiring 
of local residence installations—a 
set of specifications having been 
drawn up citing certain minimums 
with regard to the number of appli- 
ance outlets per room, provision of 
electric range and heater wiring, etc. 
To the houses qualifying, the “Red 
Seal” of the Toronto Electric Serv- 
ice League was awarded—a large 
Red Seal poster being provided to 
be posted on the front of the house 
during its construction or sale pe- 
riod, while a small decalcomania Red 


By G. W. AUSTEN 


Manager Electric Service League of Toronto 


Seal was furnished, to be perma- 
nently affixed to the service-entry box 
or switch. An outline of the Toronto 
plan of Red Seal awards was first 
published in Electrical Merchandis- 
ing for January, 1924, but the pur- 
pose of the present article is to trace 
the wide results of this Red Seal 
campaign in raising local wiring 
standards and in benefiting trade 
relations and trade conditions in 
Toronto. 

The Red Seal campaign in Toronto 
has worked in the following four 
directions: 


1. It has educated the public in more 
adequate electric service. 


2. It has built good will for the local 
electrical industry. 

3. It provides a practical follow-up 
for the Home Electric type of educa- 
tional exhibit. 


4, It presents a definite tangible way 
to increase business for electrical con- 
tractors, dealers and central station. 

For example, at a meeting of the 
Toronto Electric League directors 
comparing 148 Red Seal houses, and 
122 non-Red-Seal houses recently 
erected. As indicated on the next 
page, the comparison showed a gain 
of nearly 50 per cent in the wiring in 
the Red Seal houses. 

Moreover, in six months, the 
League has increased wiring instal- 











HE United States rights to the 

Red Seal plan, initiated and used 

with success by the Electric 
Service League of Toronto, have been 
acquired by The Society for Electrical 
Development, 522 Fifth Avenue, New 
York City. 


The Red Seal emblem as re-designed 
(see cover and following pages in this 
issue), and copyrighted by the Society, 


has been set up as the symbol of an 
adequately wired home. 


_Local electrical leagues will be 
licensed by the Society to grant the 
| Red Seal to homes which have been 








Society for Electrical Development to Supervise 


* Red Seal” Plan in U. S. 


wired according to standards estab- 
lished annually by the league and 
approved by the Society. 


In a community where no estab- 
lished electrical league exists, a license 
will be granted to a special Red Seal 
committee, properly representing local 
electrical interests and having the 
necessary facilities for the operation of 
the plan. 

The local electrical league or com- 
mittee, having agreed to abide by the 
conditions of the program, and having 
had their local standards for adequate 
wiring approved by the Society, will 








receive a Class A Red Seal license, au- 
thorizing it to issue the Red Seals to 
properly wired homes. 


A plan is also being perfected for the | 
granting of Class B licenses to individ- 
ual manufacturers, central stations, 
jobbers, contractors and dealers, de- 
sirous of aiding in the promotion of 
the Red Seal plan. The conditions 
under which such licenses are to be 
granted will be announced later. 





For further information regarding 
the Red Seal Plan, address the Society 
for Electrical Development, 522 Fifth 
Ave., New York City. 
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82 


for iron in sewing room 

for washing machine 

3 No. 8 for ironing machine 
3 No. 6 for range 


se a a 


fan in attic 


125 outlets 








Two Sample “Red Seal” Wiring 
Jobs at Toronto 


Red Seal Residence of E. J. James, Ellis Park Road 


8 roomed residence—price of job $260.00 
Cost of material.... 


Time: 92 hours...... 


ee 


Equipment: 3 No. 1 service—3 No. 6 wires to kitchen for range, 3 kw. 
water-heater, 3 electric grates—one in dining room, one in break- 
fast room, one in den—3 No. 12’s to each 


58 outlets — 38 for lights 
24 switches—20 convenience outlets 
82 four 3-way switches 


Red Seal Residence of A. S. Leitch, Russill Hill Road 


12 circuits for lighting and convenience outlets 


circuit with 3- and 4-way switches, with pilot lights on exhaust 


1 circuit and pilot light on D.P. switch for exhaust fan in kitchen 
1 circuit 3 No. 12 wires for electric heater in laundry 

1 circuit 3 No. 10 for hot water heater 

1 circuit for curler outlets in three bathrooms. 

1 circuit for toaster in dining room 


Service—3 No. 1 wires, 1}-in. conduit, 100-amp. switch. Price of 
service $80. Total price $575. 


$142.02 
$117.98 

















lations as a whole by 20 per cent; 
has caused an increase of 5 outlets 
per non-Red Seal house, and has pro- 
duced $25,000 of additional wiring 
business. 

The League now has seventy spec- 
ulative builders on its Red Seal list. 
Many of these builders report sales 
of their houses through the influ- 
ence of the Red Seal. 

A comparison of Toronto news- 
papers of today, with those of 1923, 
and with Hamilton, Ottawa, and 
other outside newspapers, shows a 














Red Seal Houses Show 50 per 
cent Higher Wiring Average 


Convenience 


Outlets Outlets 
148 Red Seal houses 8,136 1,487 
121 non-Red Seal 
houses........... 5,610 752 
13,746 2,239 
Average of Red Seal 
houses........... 55 10 
* Average of non- 
Red Seal houses 
(June-July)........ 46 6 
* Note—The average of non-Red Seal 


homes in April and May was only 37 out- 
lets. League campaigning has added an 
average of 9 outlets here. 








remarkable effect of Red Seal elec- 
trical installations in the “Houses 
for Sale” ads in Toronto. This re- 
flex of the League activity is becom- 
ing very notable. “Wired for elec- 
tric range” is found dozens of times 
on one page. “Well wired for elec- 
tric appliances” is now a very com- 
mon term of description. 

The experience of the Electric 
Service League in pioneering the 
way with the “Red Seal” house- 
wiring improvement plan has also 
revealed several interesting things 
with respect to local trade relations. 

1. The Red Seal is a strong force 
in building up contractor-dealer sup- 
port of a League. 

2. The Red Seal enables a League 
to get a firm contact with progres- 
sive builders by creating a list of 
“Red Seal builders.” 

3. The Red Seal likewise obtains 
for a League an entry into the atten- 
tion of architects that nothing else 
provides. 

4. A central station supporting a 
local electrical league can, through 
the Red Seal plan, co-operate closely 
with its local contractor-dealers in 
a way otherwise impossible to ob- 
tain. 


The Toronto League had no con- 
tractor-dealer members last year. 
Beginning in February, it conducted 
a small campaign among the Toronto 
contractor - dealers for members, 
Within two or three weeks, with no 
hurrah meetings, no personal can- 
vassing, and against the handicap of 
an almost complete cessation of wir- 
ing, it obtained 71 contract mem- 
bers, or 50 per cent of the whole 
list of substantial men. Heavy 
license fees, and association and 
other payments conflicted with the 
League call. As many contractor- 
dealers joined in the League as he- 
long to the well-established con- 
tractor-dealers’ association. This 
unusual response, coming from sev- 
eral letters, and a telephone call to 
each, was caused mainly by the Red 
Seal plan. For the second half of 
the year beginning in August, the 
League membership increased to 81. 


Contractors Active in League 
Membership 


The creation of a list of Red Seal 
contractors—members of the League 
—combined with an undertaking by 
the League to advertise this list to 
all builders, architects, etc., was the 
lever that brought the contractor- 
dealers in. (Effect No. 1) The 
League has, since then: 

1. Induced many architects to 
specify that wiring must be done by 
“Red Seal contractors.” 

2. Has obtained preferential treat- 
ment for “Red Seal contractors” by 
builders. 

3. Has resulted in the central- 
station trouble department now 
using the Red Seal list to give to 
householders - calling its inspectors, 
when wiring work is required. The 
central station does no wiring or 
repairs itself. 

The public also gets the Red Seal 
list, when possible, and the League 
has evidence of many, many jobs 
going to “Red Seal’ contractors 
through it. As a matter of fact, 
with adequate advertising and main- 
tenance of that Red Seal list, the 
live contractor-dealer finds it ad- 
visable to hunt up the League and 
to get on its list, instead of having 
the League coax him, and “sell” him 
on a set of vague benefits. 

The Toronto League has issued 4 
punched card bearing the names of 
all Red Seal contractors, to be hung 
up in the office of architects, build- 
ers, etc., and also sends a sheet bear- 
ing the names to each builder oF 
owner, as letters go out addressed 
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to names taking out new building 
permits. Thus there is constant 
presentation of that list to those who 
give wiring contracts—at the time 
when the subject is “live.” More- 
over, that list is looked upon by con- 
struction interests as something spe- 
cial— a preferred list— and the 
League has to watch carefully the 
prestige of the list. On one or two 
occasions it has threatened to drop 
a name or two, for misbehavior, and 
had an instant correction of the 
trouble. Wiring firms not on the list 
are constantly subject to outside in- 
quiry as to why they are not “Red 
Seal” contractors. 

Effect No. 2—that of creating a 
list of Red Seal builders, is now in 
a state of flux. The League is just 
entering this phase of Red Seal de- 








velopment. It has a strong list now 
of seventy speculative builders who 
have Red Seal houses, most of them 
for sale. It is going to publish pe- 
riodically a list of these in the news- 
papers, giving them a send-off as 
good builders because they put in 
Red Seal jobs. Before publishing 
each list, a campaign on non-Red 
Seal builders is to be undertaken, 
to urge such builders to come to the 
Red Seal standard to get on that list 
for the sake of recommendation 
from the League. 

From contact with builders put- 
ting in Red Seal jobs, the League is 
satisfied that this method will bring 
results quickly. Real estate in 
Toronto is slow at present, and build- 
ers who have a public Red Seal cer- 
tificate, in the form of a newspaper 





advertisement, to show to prospec- 
tive purchasers, get a strong selling 
point. At any rate, rival builders 
cannot afford to be left out in the 
cold. The cost of this method is 
trifling—one or two small ads are 
sufficient—but the effect is to get 
at one stroke results that otherwise 
would take months. 

Following is a sample letter sent 
to builders. 


Dear Mr. Builder: 

Here’s a chance for you to get valu- 
able free publicity as a builder—to be 
recommended to the public by an in- 
dependent organization connected with 
the Toronto Hydro Electric System. 

The Electric Service League is going 
to publish, in the newspapers, a list of 
builders who put in Red Seal electrical 
jobs. You should be on that list. A 
large number of builders are now quali- 
fied for it. 














The Red Seal Home of D. L. Lawrie, Toronto, Canada 7 ] 
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| BASEMENT PLAN 


Price of job $196.00. 
Cost of material $98.75. 
Time of wireman 72 hours 





——<———— 





~@ Heater Outlets 


~Q WH. Water Heater 
Switch 


Service: 3 No. 2’s—1lj-in. conduit. 
Electric water-heater, 1,000 watt. 
Special heater circuit of 3 No. 12 


SECOND FLOOR PLAN 


wires—4 outlets on ground floor, and 
two on upper floors. 
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48 outlets. 
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These “Red Seal builders” will be 
able to capitalize their expenditure on 
the wiring, not only by the Red Seal, 
but by showing a copy of the news- 
paper advertisement classing them as 
“Red Seal builders.” This will be 
powerful publicity. 

You are probably wiring your houses 
now almost up to the “Red Seal stand- 
ard.” A few changes will put you on 
the list. Why not instruct your wire- 
man to make these changes? It will 
pay you to be on the list. 

Let us know if you have, or will 
have, Red Seal wiring jobs in your 
houses. 

Electric Service League, 
Signed G. W. AUSTEN, 
Manager. 





Effect No. 3—attracting attention 
of architects, is obtained by a proc- 
ess somewhat similar to that of No. 
2. Architects are notably very supe- 
rior persons, who seldom fail to 
know almost all they need to know. 
But when it comes to a medium for 
publicity they are vulnerable like 
any other construction interest. For 
the League to publish to the public 
a list of architects who have built 
Red Seal houses is advertising few 
of them care to ignore. They are 
not so indifferent to the Red Seal, 
as a certificate, under those circum- 
stances. Otherwise they sometimes 


deem the Red Seal entirely superflu- 
ous in their particular case, because 
an installation under their direction 
needs no other recommendation. 


Bringing Harmony Into Local 
Electrical Family 


Effect No. 4—that of central-sta- 
tion influence on contractor-dealers, 
would be more important in the 
United States, where the central 
station is usually a private company, 
than in Toronto, where it is a mu- 
nicipal utility. Central stations are 
strong supporters of Leagues, as a 
rule, and by having the League 
operate a Red Seal plan, they not 
only further their own trade inter- 
est, but provide a common meeting 
ground where their effort in pushing 
the Red Seal ties in most directly 
with the contractor interest. If the 
Red Seal system brings the con- 
tractor into the League and keeps 
him there, the central station then 
can use that connection for develop- 
ing other co-operative plans, along 
different lines, with far better pros- 
pect of getting the interest of the 
contractor-dealer. In other words, 
the Red Seal scheme is the closest 
link that can be forged. 


Summing up the whole argument, 
from a League administrative and 
organization point of view, the Red 
Seal scheme offers a pivot around 
which many activities can be organ- 
ized, and provides what has hitherto 
been somewhat lacking—a mark of 
prestige that can be advanced to the 
public, and thereby create publicity 
and other values for selected lists. 
If a League has the opportunity to 
advertise ‘‘Red Seal’ lists of names, 
then it has a drawing power that no 
ordinary method can provide. 

So far as the education of the pub- 
lic is concerned, it is evidently easier 
to get over the message of “good 
wiring” by means of a hallmark of 
quality, such as the Red Seal, than 
by many times as much ordinary 
general effort. The public can be 
educated to demand this certificate 
The builders are forced to take cog- 
nizance of this and to fall into line, 
Then the whole solution of the prob- 
lem has been attained. The board 
of directors of the Electric Service 
League is thoroughly “sold” on the 
effectiveness of this Red Seal sys- 
tem, which costs relatively little to 
operate, apart from time, and which 
brings such big direct results. 











jie developing the RED SEAL plan 
for use in various cities in the 
United States, it has been realized that 
it would be impracticable to establish 
a single standard for adequate wiring, 
that can be applied in all parts of the 
country. Differences in local con- 
ditions make it necessary to adjust the 
specifications to suit the needs of any 
particular community. 


The Red Seal Plan is untended to 
provide a reasonable standard which 
can be applied to the average home. 
It must necessarily be higher than the 
present average since common experi- 
ence has shown that the ordinary wir- 
ing job is entirely inadequate to meet 
the needs of the public. 























The Red Seal standard is mainly a 
matter of numerical values, that is, the 
number of circuits, switches, lighting 
and convenience outlets, properly lo- 
cated to provide for the convenient 
use of the various light, heat and power 
applications. 


The Red Seal standard, it should be 
understood, while higher than the 
average, may also be below the ideal. 
It does not represent the maximum nor 
the minimum. It is between the two— 
a practical standard which will permit 
the user to obtain convenient electrical 
service, with an outlay for wiring which 
bears a proper relation to the total cost 
of the house. 





The Red Seal Standard of Wiring— 


And Where to Get Material to Put On a “Red Seal” Campaign 


The plan therefore provides that the 
local league or committee shall draw up 
specifications to suit various types of 
homes and submit them to the Society 
for approval. These standards when 
approved will apply for the current 
year and will be subject to revision 
each year thereafter. 


Material for a Red Seal 
Campaign 


The Society for Electrical Develop- 
ment will furnish, at a nominal charge, 
complete material for conducting a 
co-operative Red Seal campaign, in- 
cluding: 







ELEC 
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A Manual—How to organize a Red 
Seal campaign. 


Red Seal Signs—Waterproof pos- 
ters for the outside of the house that 


has adequate wiring approved by the 
local league. 


Red Seal Labels—Stickers for the 
meter box as a permanent label to 
remain after the outside sign has been 
removed. 


Red Seal Certificates—Documen- 
tary evidence that the house is ade- 
quately wired for the builder or owner 
to use when offering it for sale or rent. 


Red Seal Advertisements—News- 
paper advertisements to sell the idea to 
the public, complete with mats or 
stereos of illustrations. 


Red Seal Letters—Form letters, 
with the seal in color, to mail out to 
prospect lists. Space will be left for 
imprinting the heading of the League. 


Red Seal Window Trims—For the 
central station, jobber, and contractor- 
dealer, to sell the idea and invite in- 
quiries. 


Red Seal Poster Stamps, and other | 
supplementary publicity. In general, a | 
complete package of material for get- 
ting the plan into acticn. 
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Putting House Wiring on a 
Profit-Making Basis 


Selling Methods That Have Brought a Large Volume to Whalen-Crosby Electric 
Company, Philadelphia, and Business Methods That Have “Made It Pay” 


66 IRING old houses on the 
W easy-payment plan is a 
profitable business,” says 
J. G. Crosby of the Whalen-Crosby 
Electric Company, Philadelphia. 
“But when we went into it, after 
sixteen years as contractors, we had 
much to learn. Selling and operat- 
ing problems very different from 
regular contracting had to be mas- 
tered. And we early found that to 
be done in any worth while volume 
old house wiring must be run as a 
department entirely separate from 
other contracting business.” 

Few can speak with more au- 
thority on this subject than Mr. 
Crosby, as the Whalen-Crosby Elec- 
tric Company wires more old houses 
yearly than any other firm in Penn- 
sylvania and perhaps in the whole 
country. They were among the 
pioneers in this line of contracting, 
going into it five years ago when it 
was new and untried and before the 
present banking methods had been 
instituted to finance this type of 
business. 


Newspaper Advertising Helps 
the Salesman 


“Newspaper advertising has been 
from the start, the backbone of our 
selling,” continued Mr. Crosby. “We 
concentrate our advertising in one 
leading evening paper and advertise 
every day in the week except Friday. 
The advertising copy is detailed. 
Either the advertising copy makes 
specific arguments why the home 
Should be wired and why we are the 
people to wire it, features some spe- 
cial offer, or deais directly in figures 
as to down and monthly payments. 

“When we first went into this, our 
advertising alone kept us busy, be- 
Cause we were the only ones in the 
business and interested people came 
to us. But with our success and the 
Spread of the idea came competition 
and we supplemented our advertis- 


By L. E. MOFFATT 


ing by putting out a crew of sales- 
men. Now, our continued use of ad- 
vertising backs up the solicitors and 
salesmen and works for a prestige 
which enables us to get our fair scale 
of prices in the face of competition. 


Have Sixteen Solicitors and 
Twenty Salesmen 


“Our sales force is divided into 
solicitors and salesmen. There are 
sixteen solicitors who work from 
door to door developing prospects. 
They comb the field and present 
only the preliminary sales arguments 
in getting the necessary information 
from the house owner. We find that 
elderly men are very satisfactory at 
this work, for it requires no training 
and permits the salesmen to work 
with no loss of time and at the high- 
est efficiency. Our solicitors will on 
the average, turn in three prospects 
a day each. The solicitors are paid 








A successful pioneer in the 
wiring of old houses on the pay- 
ment plan gives, in this article, 
an account of methods that have 
made this business profitable, 
covering such vital points as: 








How to get the business; 


How salesmen get wiring | 
and fixture contracts signed | 
on the first call; 


How to stimulate sales in 
dull seasons; 


How to avoid having the 
customer make changes on 
the job; 


How to guard against de- 
lay in customers’ payments; 


How wiring is done with- | 
out a helper and on a “piece 
work” basis. 

















in terms of sales made, and only 
when the prospect is sold. 

“The sixteen solicitors and the 
leads that come from old customers 
and direct from advertising keep 
twenty salesmen busy. Much of the 
salesman’s work is done in the eve- 
nings. New salesmen are taken out 
by the sales manager and trained in 
the field. A great effort is made to 
close the contract at the first call 
and a hign percentage of contracts 
is thus closed. This is possible be- 
cause it is a part of our sales method 
and the salesman’s training to esti- 
mate the fixtures with the wiring, as 
one contract covers both. 


Give Iron for Visit to Store 


“The salesman carries a book of 
fixture photographs but the customer 
comes to the store after the contract 
is signed to iouk over her fixtures. 
This is necessary to avoid any possi- 
bility of her changing her mind 
which would probably happen if she 
should first see the fixtures when 
they were being hung. We insure 
her coming in person to look them 
over by our offer of a free electric 
iron, which is given on each contract. 
She can only get the iron by coming 
for it in person to the store. 

“Another advantage is that most 
people seem to want to make small 
changes of their wiring job and if 
they have a chance to make the 
change in the fixtures it seems to 
satisfy them. Although such small 
changes are made on most of these 
jobs, we never allow the original 
contract to be altered after it is 
signed. A separate transaction slip 
is made ovt and the new fixture 
charged and the contract fixture 
credited. The charge or credit thus 
created is another entry on the cus- 
tomer’s account and is rendered the 
customer in the regular course of 
business. But the contract stands 


as executed. 




















Some Newspaper Ads by Whalen-Crosby 





—Attractive Display and Dollars-and-Cents Details Have Produced Results 








Why Whalen-Crosby 
Should 


WIRE YOUR HOME 


Reasons why Whalen-Crosby should 
wire your home and install the fixtures, 
are without number, but, chief among 


them ar 
kind in 


e: It is the largest concern of its 
city or state; has had 20 years 


experience, wiring thousands of homes; 
employs expert workmen only; quality 
of material, and workmanship. very 
high; prices reasonably low, and— 
No Payments Until Work is Completed 
—Then 30 Days to 15 Months to Pay 


eocsva: Whalen-Crosby Electric Co. i32 
Ls ST. 


ee Open F- 


if the cost of 
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ist payment oa 


Thee 12 month; 
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Pennsylvania's Largest House Wiring & Fixture Installing Company 


secure: Whalen-Crosby Electric Co. 's 





A Small Sum Down and 
the Balance in Easy Payments 


WIRE YOUR HOME 


fixtures is $150, payments are as 
fellows 


2nd payment when Under- 10 
writers’ Approval ls made . 

8rd payment 10 days 10 
loter 


We also wire homes in the suburbs ot 
the same prices prevailing in the otty. 


Widen eeiby Fry 
Me aE ST 


Open Fri. Eves. and 
Set. Afternoons 


Say Aster a { experience bas made us the largest 
5 oneennn nema 


the wiring and the 








Get Your Home Wired Now. 


INCLUDING FIXTURES 
Standard Time Makes Early Dusk 
4 NOTHING | TO PA 7 e 
Three Good Reasons Un til N ov. bers Rana Bayments $1 5 each 

Why You Should ie 


Fact Our biggest source of revenue 
WIRE YOUR HOME 


is business we secure throh 
No. 13 the recommendation of catiet 
customers. The ~— Satisfaction of 
a patron is our first aim—and w 
NOW mointain our standards because each af 
: educed. our departments is under the direction 
Second: ‘Terme are convenient of experts who have made a life study | 
Third: You get @n electric iro of electrical problems. 
abso - . . 
kad 6. cied abend tebien why 20 Residence Engineers at your call day 
4 tri i i 
a fe RY. Home evecTnic seme 
work ts guaranteed. Twenty years f =» HOME ELECTRIC SERVICE | 


best suited to your needs | 
to 


16 BESS ty Whalen-Crosby Electric Co, 


Whalen-Crosby Elec. Co. weaisesa 140 N. 11TH ST. mace 110 
140 N. 11TH ST. Open 
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housewiring company in the entire 
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We Are Celebrating 











OUR HOME 
NOW 


Let us wire your home and in- 
tall the fixtures. Get a handsome 


bridge lamp absolutely free. 
Write, phone or call for further 


information. 


No Payments Until Work Is 


Completed—Then 30 Days 
To 15 Months To Pay 


1915 


140 N. 11TH ST. 


L ee Open Friday Evening & Saturday Afternoon 


i Lamp-— 


Our 20th Anniversary 


its Convenient to 


WIRE YOUR HOME 


on These Easy Payments 

Take, as an exdmple, a home’ter 
which the wiring and fixtures 

cost $170, Payments are | 

er 


To Every Twentieth Customer Whose Home Fee cen a 81) 


ters’ Approval is made.. $10) 
3 


We Wire, A\ll the igeltes 


FIXTURES WILL BE FREE Wi ray 


Plan can be applied on the Phila. Elec. Co.’s 140 N. 11TH ST. 
Wonderful Offer Also! < Open Fri. Eves. and 

This is rather a unique manner in which to celehrate our Twentieth cote Altsenetpe 
Anniversary, but it ie one with a three-fold purpose —to celebrate our 
unusually rapid growth in the twenty years of our business; to enable you 



























Winter's Over the Hill 


Wire Your Home 


Now! 


Do not wait until Wimer is upo 
en 
winter 


us. Have your home wired now, and 
joy the resultant comforts this 
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Have Us 


WIRE YOUR HOME 


—find install the fixtures 


is sufficient recommendation as 
our ability 


Surely 
the fact that we are the largest 
house wirixg concern in the State 







to help us celebrate, and to double our business during this, our Anniversary 
Month. 

Those who have us wire their homes will not know at the time they 
are selecting their fixtures, whether or not they will get them free. 











: f henrsaeren 
customer signs the order, he, or she, automatically sets the number of the | 
order, for, as the order is signed, the time of signing is written on it by WIRE 

the signer. For instance, the person signing an order at 8.30 A. M. may 

be number one, the person signing at 8.40 A. M. would be number two, YOUR HOME 

etc. No favoritism can be shown by this method. One person out of 

every twenty is sure to get the fixtures free, no matter whether they are Now 


worth $75 or $275. 


No Payments Until Work Is Completed, 
Then 30 Days to 15 Months to Pay 
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than a Year to Pay 
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Whalen Crosby 
140 N. 1LTH ST. 
Walnut 4880-81-82 Bace 1696-187 
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Ten Reasons Why 
You Should Have 
YOUR HOME WIRED 
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Buy Your Fixtures “tone 
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—for a limited time to those who 
have us wire their homes and in- 









NO PAYMENTS UNTIL WORK 
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“All salesmen are paid on a com- 
mission basis. They are men with- 
out any previous experience in esti- 
mating wiring and do not require 


* such experience under the fixed 


service charge and price per outlet. 
They quickly learn to recognize any 
unusual factors that might increase 
the cost of the job and in such cases 
bring in a sketch from which we de- 
termine whether an increased price 
must be asked. 

“Both solicitors and salesmen 
pass up the very small house. A job 
that falls below $120 for wiring and 
fixtures is not profitable and we 
would rather not take it.” 


Special Offer Ideas Make Business 
Good in “Dull” Season 


The writer asked Mr. Crosby what 
was done to meet the dull season. 
“We do not have a dull season,” he 
answered. “At the time of the year 
that business is a little harder to 
get we work harder for it. That is 
the time we put on a special offer or 
do something unusual to attract at- 
tention. July for instance is re- 
garded as a dead month but last 
July was the biggest month we had 
ever had up to that time. We made 
it big by an offer to give the fixtures 
free to every twentieth customer 
whose house we wired. 

“This tied in with our twentieth 

anniversary and the offer was also 
tied to a campaign on house-wiring 
carried on by the central station. 
People liked the idea of the chance 
to get something for nothing with 
the dead certainty of getting their 
money’s worth in any event, and our 
sales that month showed an increase 
of 120 per cent over July of the pre- 
ceding year. 
“Another plan that produced sales 
1s illustrated by the advertisement 
run in the early part of October 
cffering to wire the house with noth- 
ing to pay until November 1. Fix- 
ing a definite date helps in closing 
contracts. And it worked out that 
the first payment fell at about the 
time the job was finished. 

“Suiting the down payment to the 
customer’s convenience is a great 
help to the salesman in closing the 
contract at the customer’s home. 
The down payment required is about 
twenty per cent, and we divide it 
three ways: one-third when the ma- 
terial is delivered; one-third when 
the Underwriter’s approval is made 
and one-third ten days later. 

“An old house wiring job presents 
three major problems: getting the 





contract, doing the work and collect- 
ing the money. After the sales de- 
partment gets the contract our wire- 
men not only do the work but are 
also a part of our collection plan. 
That is they help to head off any 
attempt to postpone the first pay- 
ments as they fall due. 








One of the letters sent out 
to help salesmen secure con- 
tracts is as follows: 


Dear Sir:— 


Now that Fall is here with its early 
night-fall and resumption of standard 
time, you certainly need good lighting, 
and you, no doubt, contemplate making 
lighting improvements. 


Save Money 


Electric lighting provides convenience 
for reading, study, entertaining, clean- 
liness, and comfort, with no more 
broken mantles, matches, or soiled 
ceilings, aS caused by gas. From a 
money saving standpoint many folks 
are now contracting for this work, as 
expenses are reduced because of greatly 
lessened cost compared with gas, and 
while prices for superior work are at 
a normal level. 


Quality Service 


We are prepared to render the most 
efficient service that you could possibly 
hope to secure, for this improvement 
made once in a life time. Material, 
workmanship and service should be of 
the most dependable character. You 
will find Whalen-Crosby’s best, cheap- 
est in the long run. 


Our Capacity for Work 


During the past summer months this 
firm wired more homes in our city than 
any previous year in 20 years’ history 
of the company. Could you hear the 
comments of joy and satisfaction from 
folks whom we have served, you would 
not put off further enjoyment of this 
necessary improvement, 


Avoid Disappointment 


Several weeks ago, one of our esti- 
mating representatives had the pleas- 
ure of an interview at your home. It 
was suggested he call later, when you 
would likely be ready for definite action. 
We write to arrange a call now, with- 
out obligation, to go over the matter 
thoroughly to your complete satisfac- 
tion. Use enclosed postcard, upon 
which kindly indicate day and hour, 
afternoon or evening, when convenient 
for him to call. 

Trusting we may have privilege and 
pleasure of serving you, we are 

Very truly yours, 

Whalen-Crosby Electric Company. 


See our advertisement in the Hvening 
Bulletin, giving electric iron free with 
every contract. 








“When our wireman arrives on the 
job the first thing he does is to make 
friends with the customer. He takes 
her over the house and shows her 
what he is going to do and explains 
that a certain amount of dirt is in- 
evitable, and that he is going to be 
just as careful as possible. When he 
has finished he has the customer 
inspect the job and express her satis- 
faction with it. Then he asks her, 
as a personal favor, if she will write 
the firm at once stating that he has 
made a good job and how pleased she 
is with it. As the workman has 
been careful, polite and ready to ex- 
plain the reason for everything he 
has done, the customer is glad to do 
this for him. 

“Also as soon as a job is reported 
finished, we write to the customer, 
ctating that our wireman has re- 
ported the completion of the work 
on her home, and ask her to confirm 
this using an enclosed postal card 
and also to state if the work is en- 
tirely satisfactory. 

“With the letter written at the 
wireman’s request and the postal 
card acknowledgment of our letter 
we get on file a double o.k. from the 
customer and not even the most ‘hard 
boiled’ can find an excuse for not 
meeting the payments due. 

“We are prompt on free service 
even long after the guarantee period. 
There is very little we have to do and 
it is a great builder of good will and 
word-of-mouth advertising. 

“The wiremen in this department 
are all specialists on old house wir- 
ing and all these wiremen are now 
paid on a basis of a fixed price per 
outlet. This was at first tried strictly 
as an experiment and the men were 
offered the choice of working this 
way or on a time basis just as they 
chose. The men who tried it were 
so well satisfied that all the men 
adopted it. And it was soon found 
that the men wanted to dispense with 
a helper. So that now one wireman 
does the whole job. 

“The new code has increased our 
costs and it was a question with us 
whether or not to increase our 
prices. We have decided that this 
was not the time and that we would 
cover our increased costs by increas- 
ing our volume. That is what we 
are now working to do and while 
every year our sales have shown an 
increase, we are going to make this 
summer not only in volume but in 
proportionate increase, the biggest 
period in the history of the Whalen 
Crosby Electric Company.” 
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“Answers to Questions Contractors Ask 


Me About the National Electrical Code” 


Third of a Series of Discussions on Wiring and Construction Problems, 
in Which Nationally Known Authority Will Answer the Questions of 
“Electrical Merchandising’s” Readers — Send in Your Queries Now 


By VICTOR H. TOUSLEY 


Chief of Electrical Inspection, City of Chicago 


Member of Electrical (Code) Committee, N. F. P. A. 


Wiring in Unfinished Attics 


QUESTION: Please give us a ruling 
on the Code rule regarding wiring 
of attics. Is it compulsory that the 
ceiling rafters be bored in unfinished 
attics in preference to knobbing on 
the roof rafters? 


ANSWER: The Code does not specific- 
ally rule on the matter referred to in 
this question. It does, however, cover 
the case of wires on the upper edge of 
joists. Rule 501 1, note, states “ * * * 
In unfinished attics or accessible roof 
spaces wires are considered to be ex- 
posed to mechanical injury if run on 
upper edges of joists.” There are in- 
spection departments which apply Rule 
501 1, considering wires on rafters as 
exposed to mechanical injury, and re- 
quire their protection either by guard 
strips or by the much easier method 
of boring the joists. As many inspec- 
tion departments enforce such a rule 
the questioner should consult the in- 
spection department having jurisdiction 
and be guided by their ruling. 


No. 12 Wire May Be 
Required 


QUESTION: For 1,200 watts is No. 12 
wire necessary? Can an inspector 
enforce a rule demanding No. 12 wire 
in all commercial buildings? 


ANSWER: The rule (Rule 807) on 
branch lighting circuits provides that 
the ordinary branch lighting circuit 
may be protected by a 15-amp. fuse. 
A 15-amp. fuse of the plug or car- 
tridge type shall, according to the 
Underwriters’ Laboratories standard, 
carry, indefinitely, 110 per cent of its 
rated load. A link fuse, according to 
the same standard, shall carry 125 per 
cent of its rated load. The plug and 
cartridge fuses have therefore, an 
actual carrying capacity of 16.5 am- 
peres and the link fuse 18.75 amperes. 
It will thus be seen that, where the 
fuse determines the maximum capacity 
of the branch lighting circuit, the cur- 
rent carried may exceed the carrying 
capacity of No. 14 wire and an in- 
spector could, logically, require No. 12 
wire for such branch circuits. The fact 
that only 1,200 watts were in use on 
the circuit would not alter his ruling, 
as it would be within the provisions of 


the Code to increase any circuit to 
capacity stated provided, of course, 
that the number of outlets did not ex- 
ceed twelve. 


Providing Ground for 
Flat-Back Fixture 


QUESTION: Where the marked wire 
system is used and insulating joints 
are omitted from fixtures how should 
a fixture having a flat-back canopy 
be grounded? 

ANSWER: The usual method of at- 

taching flat-back canopy fixtures is 

to use wood screws projecting into the 
lath and, where rules are in effect re- 
quiring the insulation of fixtures, the 
wood screws are insulated from the 
metal of the fixture by fiber bushings. 

Where the grounded fixture system is 

in effect this method of fastening leaves 

the fixture insulated unless some spe- 
cial provision for grounding is used. 

In some localities, where conduit sys- 

tems are used, a copper wire is soldered 

or otherwise electrically attached to 
the fixture. When the fixture is in- 
stalled this wire is grounded to a bush- 
ing or to one of the ears of the outlet 
box. This method of grounding is un- 











In absence of any official 
interpreter of the Code, elec- 
trical men seeking informa- 
tion on Code practices, have 
no alternative but to ap- 
proach some member of the 
Code committee and get his 
personal interpretation of 
the rules. To this end “Elec- 
trical Merchandising” has 
arranged with Victor H. 
Tousley, chief inspector of 
the City of Chicago to con- 
duct this department in these 
pages. Send in your ques- | 
tions about Code matters to: 
Editor, “Electrical Merchan- 
dising,” 10th Ave. and 36th 


St., New York. 


aS 




















satisfactory. The ground wire means 
additional wire to be crowed back into 
the shallow canopy. The ground con- 
nection often works loose in the instal- 
lation of the fixture and in many cases, 
following the removal of the fixture 
for cleaning or repairs, the ground wire 
is not replaced. The method most satis- 
factory is the provision of a metal plate 
attached to the fixture stud or to the 
ears of the box with the fixture at- 
tached to this plate by screws. There 
are on the market a number of very 
satisfactory devices designed to both 
firmly support the fixture and electric- 
ally ground the metal frame. 


Thermal Cut-Outs on 
Motor Circuit 


QUESTION: A 10-H.P., three-phase 
motor is connected to a three-phase 
main using a two-pole thermal cut- 
out. No other fuses are used in the 
circuit. Does this method of wiring 
comply with the National Electrical 
Code? 

ANSWER: Assuming that the “mains” 

referred to are of a size larger than the 

wires feeding the motor and that the 
transformer secondaries are grounded 
at the middle joint of one of the trans- 
formers, the installation described is in 
violation of the Code. Rule 809 a 
permits the use of a 2-pole thermal 
cutout for three-phase motor protec- 
tion, one pole to be placed in “each of 
two ungrounded wires.” These thermal 
cutouts are usually placed close to the 
motor and are intended primarily to 
provide for the “running” protection of 
the motor. They will take the heavy 
overload starting current without oper- 
ating provided this current does not 
continue over too long a period. Their 
characteristics are such that they will 
withstand a considerable overload for 

a short time only and will operate on 

a slight overload if the overload is 

continued a sufficient length of time to 

endanger the motor. They will also 
take care of a short circuit between 
any two-phase wires, for in this case 
the short circuit current must pass 
through at least one of the thermal 
cutouts. They will not, however, pro- 
tect against a ground on that particular 
wire not provided with a thermal cut- 
out. Rule 805 a, on general fuse pro- 
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tection, requires that “Fuses or circuit 
breakers shall be provided on constant 
potential circuits to protect all un- 
grounded wires,” and Rule 805 b states: 
“A fuse or circuit breaker shall be 
placed at every point where a change 
is made in the size of wire, unless the 
fuse or circuit breaker in the larger 
wire will protect the smaller.” The 
rules just cited would be violated in the 
installation described. There should be 
provided in the line feeding the motor, 
in addition to the thermal cutouts, a 
three-pole cutout block. 


Fastening Husk-Enclosed 
Sockets 


QUESTION: In a fixture where the 
brass shell socket is covered by a 
metal husk how can the socket be 
fastened to the fixture arm? 


ANSWER: Fixtures are frequently 
made up with a husk, shell or shade 
holder entirely covering the socket. 
This shell fits over the threaded portion 
of the fixture arm and is held in place 
by the socket cap. With key sockets 
the key projects through an opening in 
the shell or husk. With this construc- 
tion it is impossible to tighten the set 
screw on the socket cap unless a hole 
is drilled through the cap opposite the 
set screw. It is difficult to make the 
hole and the set screw come together 
and the drilled hole itself is unsightly. 
As a result many fixtures are made up 
with the socket and the husk held to 
the fixture arm only by screwing up 
the fixture cap. As the fixture cap is 
enclosed by the husk the results are un- 
satisfactory and the socket and husk 
soon loosen. In this type of fixture 
the cap should be fastened by using 
fixture cement on the threaded portion 
of the socket cap. 


Clock-Switch Control of 
Lighting Circuits 


QUESTION: I have a double pole 
switch mounted in the clock. The 
window lighting consists of two ceil- 
ing fixtures to be lit one evening and 
six or eight other lamps with a spot 
light to be lit another evening but on 
the same time clock. While one cir- 
cuit is disconnected at 9 p.m. the 
other stays lit until the time clock 
operates at 11 p.m. I found the wir- 
ing arrangement (Fig. 1) the most 
practical. Can you call this a viola- 
tion of the Code? 


ANSWER: The arrangement does not, 
apparently, violate the Code. With the 
single-pole snap switch “on,” circuit 
No. 1 will be closed and will be inde- 
pendent of the time clock. With the 
Single-pole snap switch “open” and the 
double-pole snap switch “on” the 
control of circuit No. 1 is carried to the 
time clock. As circuit No. 1 and circuit 

0. 2 may be from opposite sides of a 
three-wire system the time clock switch 
should have a 220-volt rating. The 
questioner proposes to extend this ar- 
rangement to include several combina- 
tions of the connections shown. If this 
were done the incorrect operation of 
one of the double pole snap switches 


would throw a short circuit across the 
line. This would, undoubtedly, not be 
accepted by any inspection department. 


Is a Duplex Outlet One or 
Two Outlets? 


QUESTION: Does a “duplex outlet” 
count as one or two outlets in figur- 
ing the twelve outlets per circuit? 


ANSWER: In the July issue of 
Electrical Merchandising, a reply was 
made to the above question to the effect 
that a duplex outlet would, according 
to the Code, be considered as two 
“outlets.” In answering this question 
the writer, having had no experience 
in enforcing this particular rule, an- 
swered the question purely from the 
standpoint of the Code language. The 
answer referred to has, however, 
brought out a considerable discussion 
as to the exact intent of the Code rule 
and, while no attempt will be made 
here to give an official ruling, the mat- 
ter is of such importance that a dis- 
cussion of the rule will be in order. 
It is contended by some that an 
“outlet” is that point on a branch 
circuit where two wires are brought out 
by the wireman to be later connected 
to some form of utilization equipment, 
such as a fixture, a drop light or a re- 
ceptacle for an attachment plug, and 
under this definition it would be pos- 
sible to connect a fixture having any 
number of sockets or a wiring device 
having any number of receptacles for 
attachment plugs. 

Under Article 1 of the Code the 
definition of “Outlet” is, “A point on 
the wiring system at which current is 
taken to supply fixtures, lamps, heat- 
ers, motors and current consuming de- 
vices generally.” The words “fix- 
tures,” “lamps,” etc., are used in the 
plural. Their sense, however, must be 
taken as referring to “fixtures” in gen- 
eral, “lamps” in general, etc., for it 
is unlikely, for instance, that two or 
more fixtures would be supplied by 
“one” outlet. The writer’s interpreta- 
tion of the wording of this rule would 
be that the rule meant to supply “a” 
fixture, “a” lamp, “a” heater, etc., and 
it is on this basis that the reply above 
referred to (that as a duplex outlet 
represented two “points” at which cur- 
rent could be taken for a lamp or 
heater, etc., a duplex outlet must be 
counted as “two” outlets) was given. 
It is easily possible, however, to give 
to the wording of the rule the more 
liberal interpretation which has in some 




















cases been placed on it, and it is fur- 
ther possible that this latter interpre- 
tation may be more workable and more 
equitable. Originally the Code defined 
the branch circuit in terms of “watts” 
only and limited such circuit to 660 
watts. Realizing that the load in 
“watts” could only be determined after 
the building was completed, the fixture 
in use and equipped with lamp, and 
recognizing that the electrical con- 
tractor or wireman who installed the 
circuits, or the inspector who inspected 
them was, so far as the final application 
of the rule was concerned, literally, 
“in the dark,” until the light was turned 
on, the Code was revised and the circuit 
limitation was placed at 660 watts 
and 16 sockets. The wireman could 
usually determine the number of 
sockets from the building plans, the 
inspector could count the sockets, and 
the new rule thus became more work- 
able. However, as plans were often 
incorrect or were frequently changed, 
the limitation of “sockets” also pre- 
sented many objections and many diffi- 
culties. The last revision specified 
the circuit limitation in “outlets,” some- 
thing that the man who wired the 
building knew definitely and positively 
about and it is probable this great ad- 
vantage which has given rise to the 
interpretation of Rule 807 as applying 
to the wiring installed by the wiring 
contractor and without regard to what 
may be later connected to these wires. 
It must be remembered that the present 
branch circuit rule has been in effect 
only since the last issue of the Code. 
It has been subject to a considerable 
discussion and cannot be considered in 
its present form the “last word” in 
branch circuit rules. The recent ten- 
dency of the Code is to become just as 
liberal as is possibly consistent with 
safe practice. The Code would be satis- 
fied if there was connected on a 
branch circuit any amount of appara- 
tus so long as the maximum use of 
that apparatus did not exceed the 
carrying capacity of a standard 15- 
amp. fuse. The various factors affect- 
ing the maximum current are, however, 
so numerous and so variable that it is 
no easy task to so define them that the 
wireman in installing the original 
branch circuit wiring will so arrange 
and connect his outlets that the max- 
imum advantage may be taken of the 
circuit wiring and equipment but at 
the same time so limit the load that it 
will never blow a 15-amp. fuse. 

The problem is not so difficult in the 
case of mercantile and similar wiring 
where the exact load on a circuit is 
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generally known before the wiring is 
installed and seldom changed after it 
is installed. In household and other 
places of uncertain use the problem 
becomes more difficult. Reliability and 
satisfactory operation are factors in the 
use of electrical current quite as im- 
portant as first cost. In a household 
it is undesirable to have a fuse blow at 
any time and particularly undesirable 
to have it blow at inopportune times. 
This would seem to make it advisable 
to provide some factor of safety and to 
limit the load connected to a circuit 
to some point below its maximum 
capacity. This is done by many in- 
spection departments and it is quite 
common to limit by rule the connected 
load to around 1,000 watts; thus allow- 
ing a sufficient leeway for the use of a 
heating device of 500 watts or more 
before the fuse blows. 

The Code has attempted to provide 
this factor of safety in the provision 
of 12 outlets per circuit. As stated 
before, this ruling presents a particu- 
lar advantage to the wireman. It is 
open, however, to a possible disadvan- 
tage in that where the old rule of the 
socket limitation left only the one 
variable, the wattage of the lamp 
used, the present limitation of outlets 
has two variables to contend with, both 
the wattage of the lamp and the num- 
ber of lamps to a fixture. 


Experience Will Determine 
Code Revision 

As before stated, the present Code 
branch circuit rule is quite new. It 
has not been in operation a sufficient 
length of time to finally determine its 
utility. There are inspection depart- 
ments that limit a circuit to 12 out- 
lets counting a duplex outlet as one 
outlet, there are other departments that 
consider duplex outlets as two outlets. 
These inspection departments will 
know, when the next Code revision 
comes up, just what the average load 
obtained by these two rulings have de- 
veloped and, if circumstances warrant 
it, the Code will be revised or an offi- 
cial ruling will be made on the basis 
of the information submitted. 

As a matter of interest, the results 
of a recent check-up of some 18 apart- 
ments and residences in the City of 
Chicago will serve to show about how 
the average watts per socket and watts 
per outlet actually run under typical 
Chicago conditions. A check was made 
of the number of lamps and the exact 
wattage of lamps connected to the cir- 
cuits in buildings occupied and fur- 
nished. This count excludes all heat- 
ing devices and motor-operated house- 
hold devices ,and includes only the 
lighting equipment. Duplex outlets 
were counted as two outlets. On 364 
outlets the average watts per outlet 
was 57. On 533 sockets the average 
watts per socket was 39. On a basis 
of 12 outlets per circuit (counting 
duplex outlets as two outlets) this 
would give an average of 684 watts 
per circuit. 

On a basis of 16 sockets per circuit 
this is an average of 624 watts per 
circuit. On a basis of 1,000 watts per 
1,000 square foot of floor space, this 
rule being in effect in some localities, 
the average branch circuit would have 
1,020 watts. 


When “Neutral”? Can 
Be Smaller than 
*“Outside”’ Wires? 


QUESTION: Is it permissible on a 
riser or main to use a “neutral” wire 
smaller than the “outside” wires? 


ANSWER: The National Electrical 
Code does not answer this question in 
any specific manner. The table of 
carrying capacities of wires (Rule 610) 
specifies the maximum current which 
can be carried on a wire of any given 
size. Rule 611 states: “In a three-wire 
(not three-phase) system, the neutral 
shall be of sufficient capacity to carry 
the maximum current to which it may 
be subjected.” The method of comput- 
ing the load on any given wire, or of 
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determining the “maximum current to 
which it (the neutral) may be sub- 
jected” is not, so far as the writer 
knows, in any way covered by a Code 
ruling. It is left to the inspection de- 
partment having jurisdiction to deter- 
mine the actual size wire to be used 
in any particular case. There are a few 
general rules however which are usu- 
ally applied. On a three-wire 110-220 
volt main with a 110-volt load, if one 
of the outside fuses blows the neutral 
wire will then be called upon to carry 
the full load in amperes. There is a 
mistaken idea, quite common among 
wiremen, that in the case above cited 
the neutral would carry only one-half 
the load in amperes. The actual con- 
ditions are clearly shown in Fig. 1. 
So long as both outside fuses remain 
intact and the load is evenly divided, 
there will be no current flowing in the 
neutral wire. Each of the outside wires 
will carry 1,000 amperes. The entire 
load carried by these two wires will be 
1,000 x 220 or 220,000 watts. If fuse 
“A” blows all lights connected between 
the positive and neutral wires will go 
out. The lights connected between the 
neutral and the negative wire will con- 
tinue to burn and there will be 1,000 
amp. flowing on the neutral wire as 
shown in Fig. 2. The load has been 


reduced to 1,000 x 110 or 110,000 watts. 
It will be noted that while the load in 
watts has been reduced to one-half the 
current in the negative wire remains 
at 1,000 amp. and the load on the 
neutral wire has been increased from 
0 to 1,000 amperes. This would seem 
to infer that the neutral wire should 
always be of equal carrying capacity 
to the outside wires. Fig. 3 shows a 
condition quite commonly met with. 
In this case the load is a combined 
light load at 110 volts and a power 
load at 220 volts. In this case if fuse 
“A” blows the entire power load and 
that part of the light load connected 
between the positive and neutral wire 
is cut off. The neutral would therefore 
under the worst conditions only have 
to carry a current of 500 amp. and 
would require only one-half the carry- 
ing capacity of the outside wires. Oc- 
casionally engineers provide main ca- 
pacity greater than that required for 
the particular load in order to take 
care of the “drop.” In this case the 
neutral, as it has no effect on the 
“drop,” can be smaller than the outside 
wires. 


Grounding of Neutral in 
D.C. Service 


QUESTION: Does the Code rule on 
grounding require the grounding of 
the neutral of a direct current serv- 
ice within the building served? 


ANSWER: Rule 902 b reads: “Three- 
wire direct-current systems shall be 
grounded as provided in this article, 
and at the neutral, at one or more 
supply stations but not at the individual 
service.” It will be noted that the 
grounding of a direct current neutral 
at the building is explicitly prohibited. 
The usual custom is to ground direct 
current systems only at stations or sub- 
stations. There is no necessity for 
grounding them elsewhere as the neu- 
tral wire of a direct current system is 
common throughout the system. 

In other words, any part of the neu- 
tral of a direct current system 1s 
electrically connected through the net 
work of feeders with all other parts 
of the neutral of the system so that one 
ground neutral usually suffices. In this 
respect it differs from the alternating 
current system where the building serv- 
ice is part of a small secondary system 
fed from an individual or an isolated 
bank of transformers. The neutral is 
not, therefore, common to the system 
except where a system ground wire is 
used. A multiplicity of grounds on a 
direct-current system is objectionable 
due to the passage of current from the 
neutral into the water piping system. 
This may cause electrolytic troubles. 

The promiscuous grounding of direct- 
current neutrals is further objectionable 
in that stray trolley currents may fin 
their way back to the power house 
through the direct current feeders. 
These objectionable features do not 
exist in alternating current systems 
for whatever current escapes from the 
neutral has only to travel a short dis- 
tance back to the transformer groun 
and for the further reason that elec- 
trolytic troubles from alternating cur- 
rents are practically nil. 
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“| Can Get a Complete Statement of 
My Business in Two Hours” 


Milwaukee Contractor-Dealer Says He Never Knew Where He 
|Was at, Until He Installed His Present Accounting System, 
Which Now Enables Him to Run His Business at a Profit 


waukee contractor is, let me 
tell you something about him. 

His picture, reproduced herewith, 
shows him telling his salesmen how 
to figure the wiring specifications on 
a residence. He is a young man— 
on the sunny side of 30. His store 
staff comprises two office girls and 
three men, besides himself. The 
girls wait on customers, answer the 
phone and operate the “system.” 

“If it takes two girls to run this 
system,” I said, “isn’t it rather ex- 
pensive?” 

“No,” he replied, “because it frees 
me to run the business. Formerly I 
never knew where I stood financially 
until the end of the year. I have 
only been in business a little over 
two and a half years. During my 
first year I experimented with a sys- 
tem installed by a local accountant 
who did not know the electrical con- 
tracting business. Consequently I 
couldn’t find out whether I was mak- 
ing or losing money until I balanced 
my books at the close of the year. 
Then I found I had lost money. 
After that I put in our present sys- 
tem, which these two girls run. Ever 
since we have made money. So how 
can it be expensive?” 

This contractor’s name is Harry 
Wnentkowski. He is proprietor of 
the Lincoln Electric Co., Inc., at 
Lincoln and Eleventh Avenues, 
Milwaukee. His  bill-head reads 
“Illuminating Engineers, House- 
Wiring, Power, Fixtures and Appli- 
ances.” His store and shop is lo- 
cated in one of the outlying sections 
of Milwaukee where the population 
18 almost entirely non-English speak- 
ing. 

Harry Wnentkowski started in 
business sometime in 1922. About 
this time the electrical jobbers of 
Milwaukee with a number of manu- 
facturers, co-operating with the 


Be I tell you who this Mil- 


By ROLAND COLE 


Milwaukee Electrical Contractor- 
Dealers’ Association, started a move- 
ment to interest local contractor- 
dealers in adopting an approved cost- 
accounting system designed to help 
them conduct their businesses on a 
profitable basis. 


Movement Started in 1917 


The Milwaukee movement really 
started at New Orleans in 1917, 
when the National Association of 
Electrical Contractors and Dealers 
appointed a committee to consider 
the matter. Then the National Elec- 
trical Credit Association, through its 
Committee on Accounting Methods 
for Contractors, became interested 
and devised a “system of accounting 
for’ contractors” in June, 1918. 


Other associations approved, en- 
dorsed and helped the plan along 
until at length a “standard” system 
was arrived at which conforms gen- 
erally with the accounting systems of 
the various electrical manufacturers’ 
associations and the Electrical Sup- 
ply Jobbers’ Association. This is 
the “standard system of accounting” 
which the Milwaukee jobbers and 
manufacturers decided to campaign 
for among the contractors of that 
city. A fund was raised, a compe- 
tent auditor engaged and the work 
began in 1923, about a year after 
Harry Wnentkowski started in busi- 
ness. 

Of course, the Milwaukee commit- 
tee called on Mr. Wnentkowski. 
They offered to sell him the system 
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Fig. 1—Harry Wnentkowski, the proprietor 
of the Lincoln Electric Company, Inc., is 
here pictured coaching a group of his sales- 
men in “how to wire a residence correctly.” 
His sales crew consists of 8 to 10 men who 


work on commission and solicit business 
outside the store. The form on the black- 
board is a copy of the form on his contract 
for wiring. Mr. Wnentkowski makes sure the 
salesmen know how to use the contract form. 
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with the services of the auditor to 
install it and start it for $150. He 
bought it and said he would let the 
auditor know wh2n he was ready. 
But he didn’t. 

Another accountant called 
Wnentkowski in the meantime. He 
know nothing about the electrical 
contracting business but he per- 
suaded Wnentkowski to let him put 
in his system. He put it in. And 
from that time until the end of his 
first year in business Wnentkowski 
was unable to find out any of the 
essential facts about his business. 
The system wasn’t designed to dis- 
close such facts until the end of the 
year. When the facts were finally 
disclosed, they showed the business 
operating at a loss. 


on 


System Helps Him to Make 
a Profit 


Then Mr. Wnentkowski decided to 
investigate the system which he had 
previously purchased from the com- 


mittee of jobbers and manufac- 
turers. In due time it was installed. 
“Since installing it,” said Mr. 


Wnentkowski, “it has put me in a 
position to get a definite statement 
of my business within two hours’ 
time, including material on hand, ac- 
counts receivable and work in 
progress. It enables me to know my 
cost of retail sales and to give a 
balance sheet to our supply house, 

















Fig. 2—The office occupies a corner of the 
store or show-room on the ground floor. 
These girls not only operate the system de- 
scribed in the accompanying article, but 
answer the telephone and wait on custom- 


ers. The cabinet at the right is an 8- 
drawer letter file, in which the job en- 
velopes are kept. All information about 


the business is within easy reach and right 
in this corner. 





which has been a big help in secur- 
ing the necessary credit to properly 
conduct our business. Our volume 
is $25,000 a year. With our present 
system we have been able to make a 
profit for the first time in our 
history.” 

















Fig. 3—The stock room, where wiring sup- 


plies and accessories are kept, all arranged 
in small bins for easy accessibility. This 
room is caged in and locked, so nothing can 


be taken out of stock except upon requisi- 


tion to the man in charge, who is shown 
here getting out material for a job. The 
small labels on each bin give the name, 
specifications and price of each article— 
Saving a good deal of time for everybody. 


The Lincoln Electric Company oc- 
cupies a 3-story frame _ building, 
which the company now owns. The 
ground floor is used as a store for 
the display of fixtures and appli- 
ances. 

Here also are the office, shown in 
Fig. 2; and the storeroom, illustrated 
in Fig. 3. <A well-laid out display 
room for lamps and fixtures occupies 
the second floor, and a conference 


room for meetings of the sales 
force, in which the photograph 
shown in Fig. 1 was taken. The 


third floor is a storeroom for the 
fixture, lamp and shade stock. About 
75 per cent of the business of the 
Lincoln Electric Company is con- 
tracting, and 25 per cent appliances. 


Lost Money Before He Installed 
Right System 


Harry Wnentkowski is a success 
not for one reason but for several. 
He is a shrewd buyer. He is an ex- 
pert electrician. He’s a good sales- 
man. He’s a hard worker. He 
knows his neighborhood and the 
people who live there. He is on the 
job personally all the time. He’s 4 
good manager and doesn’t do any- 
thing himself that he can get some- 
one else to do. 

But according to his own story he 
lost money before he got the right 
system, so the system struck me as 
being most important. 
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“Tell me about the system then,” 
I kept saying. 

“There’s nothing to tell,” he said, 
“except that I can find out anything 
I want to know about my business 
anytime I want to.” 

So there was the secret of his suc- 
cess—he had a system that gave him 
vital information about his business 
quickly. Upon which, he took me 
over to the two girls that ran the 
system and said, “Show this man the 
system,” whereupon they both be- 
gan to talk at once and if I should 
get down here all they told me, it 
would fill a 500-page book that no- 
body would read. Therefore, after 
listening for two hours, I gathered 
up the armful of forms they gave 
me and took them back to Mr. 
Wnentkowski. 

“Here’s ‘the system,” I said. 
“Now tell me why it is such a good 
thing.” 

“There are two reasons,” he said. 
“First, the job envelope. Every 
single scrap of information pertain- 
ing to a job is in that envelope. 
There is only one place to put things 
and only one place to look for them. 
Second, the material requisition. 
Every item of material is printed on 
it, so nothing can ever be lost or over- 
looked.” 

The job envelope, shown in Fig. 6, 
is letter-size, that is 11% x 8? in. It 
has a flap at one end and is printed 
with a form on the face side. It is 
known as “Form No. 4” and is copy- 
righted by the Association of Elec- 
tragists, International. 


Job Envelope Very Important 


A salesman brings in an order for 
wiring a residence. A form called a 
“wiring specification and contract” 
is made out in duplicate and signed 
by the customer. A job number is 
given to it at once and this number 
is placed on the job envelope. The 
original contract goes into the job 
envelope and the duplicate contract, 
without prices, goes to the foreman 
a8 a work sheet. All the ,wiring 
specifications for each floor are 
clearly marked on this contract form. 
The original shows the terms, 
whether ten months to pay or cash 
in 80 days from date of invoice. 

As soon as the job envelope gets a 
number the system starts to work. 


The printed form on the envelope in , 


addition to the space for number, 
provides spaces for date, amount of 
contract, name and address of cus- 
tomer, total cost and date billed. The 
face of the envelope is divided into 


three sections, one for “material,” 
one for “labor” and one for “direct 
job expense” with columns in each 
for requisition numbers, description 
of material or labor and a column for 
dollars and cents. 

Next after the job envelope in im- 
portance is the “Requisition for Ma- 
terial.” This is illustrated in Fig. 7. 
It is 8 x 1134 in. in size, printed on 
one side with a full list of all ma- 
terial required on a wiring job, from 
“cable boxes” to the size of the step 
ladder needed. 


System Prevents Loss of Material 


“The reason why I consider this 
‘Requisition’ so important a part of 
the system,” said Mr. Wnentkowski, 
“igs because the loss of material on 
wiring jobs is one of the most serious 
things in the electrical contracting 
business. Many contractors are los- 
ing money today because they have 
no way of knowing how much ma- 
terial is used on a job. The use of 


this form not only makes sure that 
all the material used on a job will be 
charged to that job, but it makes 
certain that material left over will be 
returned to the shop and credited.” 

When the Lincoln Electric Com- 
pany is ready to start work on a wir- 
ing contract, this requisition form is 
taken and filled out. First, the job 
number is entered at the top, fol- 
lowed by the name and address, the 
date, and “checked by.” By referring 
to the wiring specifications on the 
contract form, the quantity of each 
article is written in the first column. 
Following the article are two 
columns, for “Back Order” and “De- 
liver.” A check mark is placed in 
one column or the other, depending 
upon whether the goods are in stock, 
or have to be ordered. 

If the reader will now refer to 
Fig. 4 he will see a section of the 
shelves or bins in the stock room. 
On each bin there is a small white 

(Continued on page 4569) 
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JOB NO. 78 : ; DATE SS 7 
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How It Opens 
New Wiring 

Opportunities 
for the Electri- 
cal Contractor 


fb hpee rate at which 
new hotels, public 
buildings and apart- 
ments are being wired 
for radio, receivers and 
public-address systems 
in public and private 
rooms, suggests that 
before long such build- 
ings without radio wir- 
ing will be as obsolete 
as those lighted by 
gas. The Hotel Penn- 
sylvania in Philadel- 
phia, has an installa- 
tion which is rendering 
excellent service, and 
one which may come 
to be considered as 
standard for hotels in 
the future. In the 
main lobby, smoking 
room, dining room, and 
central lobby are in- 
stalled loudspeakers of 
“a special type which 
are concealed behind 
gratings—as shown at 
right, inside the white 
circles. These loud- 
speakers can be used 
for transferring music 
from the dining room, 
individually or collec- 
tively, as the case may 
require, for paging 
purposes, or for dis- 
tant station programs. 


in Every 
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switchboard with 





ican Oncologic Hospital in Phila- 
solarium 
and at the 
push-pull 
By means 
the radio 
are transmitted to any one 
desired. 
page were 
and Company, 
profit by tne 
tions of radio. 


if ADIO’S boon to the sick, or 
aged, who are 

isolated from active affairs, is con- 
ceded by physicians 
alike. The general plan for instal- 
lations in hospitals 


y its loudspeaker, 
right the receiving 
amplifier, and antenna. 


set located near 


outlets in various rooms and wards. 
The two illustrations 


show the equipment ever-widening applica 
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Electrical Dealers Who Are Making Money and Why—(X) 


Radio Grosses a Million Dollars 


for Contractor-Dealer 


How Long-Established Baltimore Electrical Firm Built Radio 
Sales—Unusual Method of Paying Salesmen Cuts Service Cost 


r | NHE Jos. M. Zamoiski Company 
of Baltimore, has served the 
public as electrifier for thirty 

years and when radio was “wireless” 

they carried a small stock of parts 
for the men and boys who were, in 
those early days, the fans. This 
little stock of wireless parts carried 
for the convenience of its customers 
has grown to the radio business 

which last year just topped one mil- 

lion dollars. 

Just as the growth of public de- 
mand for radio parts and equipment 
made the successive enlargement of 
its radio department necessary so 
the necessity of quantity buying for 
larger discounts led Mr. Zamoiski 
into wholesaling radio as well as re- 
tailing it. It has been a part of his 
job as wholesaler to create radio 
outlets but of more interest is that as 
a retailer he has worked such a no- 
ticeable benefit not only to his own 
wholesale customers but to the whole 
retail radio business of his city. 

The benefit is in the retail 
standard that he has set. From the 
first Mr. Zamoiski has carried only 
high grade standard equipment 
which has always been sold at list 
prices. When retail demand slackens 
he does not try to stimulate it by cut 
Prices. Instead he accepts the condi- 
tion of the less active summer sea- 
son as a condition of the business, 
Maintains prices, reduces his sales 


force and keeps up his advertising. 

“Static is a myth,” said Mr. 
Zamoiski, “but whatever the cause is, 
there are four slow months in the 
year on radio. They are not dead 
months, however, by any means. 
People are buying radio during 
these months and we attract these 
summer buyers by the simple method 
of keeping our stocks as complete as 
they are during the season of heavy 
buying. More complete perhaps be- 
cause in the summer we can always 
get the goods. Even if we are over- 
stocked on one make of an item, say 
transformers, we do not try to sell 
the A. B. C. transformer on which 
we are overstocked to a customer 
who comes in for an X. Y. Z. trans- 
former. We sell him what he wants 
and see to it that our stock is so 
complete that we have what he 
wants.” 


List Price Is Maintained 
While Others Cut 


The writer asked Mr. Zamoiski 
how he met cut-price competition. 
“We do not meet it,” he answered, 
“we ignore it. Not half a _ block 
from us are dealers who are cutting 
prices, but customers will come in 
here and pay us a full price for ma- 
terial that is displayed in a near 
competitor’s window at twenty per 
cent less. The reason? Our known 
reliability for one thing, and for an- 


other a clean, well kept, well arranged 
store will always draw trade at 
higher prices than the kind of a 
place that the price cutter can af- 
ford to keep. 

“Store arrangement is a part of 
selling and it is a selling element we 
pay especial attention to.” He 
pointed out the long bank of plate 
glass show cases: “The merchandise 
in those cases is not arranged by the 
salesmen. We have a window dresser 
who does our windows once a week 
and also arranges the display in the 
show cases with the same study of 
selling effect that he gives the win- 
dows. The goods sold are taken 
from the shelves and wall cases. 
These glass show cases are our in- 
door display windows that the cus- 
tomer can’t very well overlook. 

“Another thing that keeps the 
store attractive especially in the rush 
seasons when there are hundreds of 
customers a day in the store, is keep- 
ing it continually swept and clean. 
The floor is scrubbed every morning 
and swept five or six times a day, 
and cases and stock dusted. This 
doesn’t sound as important as_ it 
really is but several hundred cus- 
tomers a day can bring in a lot of 
dirt with them.” 

Service is one of the things that 
the customer buys with his radio set 
but it is also one of the things a 
dealer gives out of his profits and in 
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most cases it is an undetermined 
liability. Not so with the Zamoiski 
company, they know how much they 
are paying for service because they 
pay it at the start and pass the re- 
sponsibilty on to the salesman. 

“We had the experience,” ex- 
plained Mr. Zamoiski, “in other lines 
than radio, of the salesman being 
through with a transaction as soon 
as he had made the sale. In other 
words the salesman took his and 
passed the buck to us. If there was 
any service or dissatisfaction it was 
our funeral not the salesman’s. 

“Now with a radio set it is 
absolutely essential that the cus- 
tomer be sold right. And if he is 
well sold there is little chance that 
he will see another type set in some 
friend’s home that works better than 
his and come in here and want to 
make an exchange. Properly sold 
he is as much a booster for his set 
as any man is who has bought a car 
that he is thoroughly satisfied with 
and who wants to tell the world he 
has the best car in it. 

“Our salesmen are all paid a 
salary and a commission of 1 per cent 
on all the sales they make and as 
they are all store salesmen that 
means on store sales. This works 
into a total that makes them so well 
paid they take a real interest in mak- 
ing satisfied customers anyway. In 
addition, we pay a _ bonus for 
demonstrating in the home of $5 on 
any set up to $100 and $10 on any 
set over $150. This is our service 
cost. To earn this bonus they as- 
sume entire responsibility for the 
sets operating perfectly and for the 











Success is not an acci- 
dent. It is an achieve- 
ment. Four factors in the 
Zamoiski success with 
merchandising radio are: 

1. Advertising that links 
Zamoiski and radio in the 
buyer’s mind. 

2. Complete assortments of 
standard equipment. 

3. A price policy that gets 
a profit on every sale. 

4, A bonus to salesmen for 
service that results in 100 
per cent customer satisfac- 
tion. 





























customer learning to operate his set, 
which is the same thing. After the 
set is delivered the salesman goes 
to the customer’s home in the evening 
and teaches him to operate the set. 

“The plan has worked out very suc- 
cessfully. The salesman gets a per- 
sonal relation with the customer 
which leads to store sales and to 
leads for other sales. Often the cus- 
tomer will call the salesman out to 
his house when the set is not work- 
ing just right and as he knows we 
are not making a charge and that it 
is the salesman personally he is deal- 
ing with, the customer pays the sales- 
man often very liberally for his 
trouble. And also, as I said, such 
visits seldom fail to produce one or 
more leads. 

“Radio is today a better and more 

















These show cases are indoor display win- 
dows, Stock is not taken from the cases 
but from the shelves. At either side of the 


cash 
samples and prices makes selling handy on 
small articles. 


register glass-fronted drawers with 


stable business than it has ever been. 
The public demand is such that 
proper advertising and merchandis- 
ing cannot fail to assure a large 
volume. Margins are sufficient if 
the dealer will stick to his price and 
keep his margin after he has earned 
it by selling the customer satisfac- 
tion as well as merchandise.” 





Electragists’ Convention at 
West Baden Springs, 
September 29 


The Association of Electragists, 
International, will hold its twenty- 
fourth annual convention at the West 
Baden Springs Hotel, West Baden 
Springs, Ind. Sept. 29 to Oct. 4. The 
program is as follows: 

Sept. 30: TUESDAY 

9:00 a.m, Opening of convention, presi- 
dent’s address. 

9:55 a.m. Report of Code Committee 
(short report with time for discussion). 

10:40 a.m. Report of Legislation Com- 
mittee. 

10:50 a.m. Address: T. E. Barnum, chair- 
man Casualty & Fire Prevention Committee 
Electrical Manufacturers Council, “Uniform 
Electrical Ordinance.” 

11:20 a.m. “Red Seal” 
Goodwin, vice-president 
Electrical Development. 

11:40 a.m. Address: Albert Wahle, “Your 
Responsibility as an Electragist.” 

12; a.m. Glad Hand Committee, 
Samuel A. Chase, chairman. 

7:45 p.m. Union Shop and Open Shop 
Section meeting. 

OCTOBER 1: WEDNESDAY 

9:00 a.m. Convention Session; 
Subject: “Distribution” ; Merchandising 
Policies Report. 

: a.m. Address: John F. Gilchrist, 
Commonwealth Edison Company. 

LG's a.m. Address: W. R. Herstein, 
Electrical Supply Jobbers’ 
“Wholesale Distribution.” 

10:30 a.m. Address: A. H. Timmerman, 
Pres. Electric Power Club; “Distribution 
of Motors.” 

11:00 a.m. Address: Geo. E. Purvis, Ass’t 
to the President, Hurley Machine Com- 
pany; “Distribution of Appliances.” 

11:30 a.m. Discussion by members; Ques- 
tion: “Can the Contractor Make a Profit 
as a Dealer?’- 

7:45 p.m. Business Class. 

OcTOBER 2: THURSDAY 

9:00 a.m. Convention Session; General 
Subject—” Technical.” 

9:05 a.m. “Cost Studies and Estimating,” 
> L. Abbott, Technical Director; Discus- 
sion. 

10:00 a.m. “Handling the Big Job,” Two 
speakers: O. F. Wadleigh, Sanborn Elec. 
Company, Allan Coggeshall, Hatzel & 
Buehler; Discussion. 

:50 a.m. ‘Managing the Motor Repair 
Shop,” Geo. P. Svendsen, President, 
Boustead Electric & Manufacturing Com- 
pany; Discussion. 

11:30 a.m. “Old Housewiring on a Big 
— Frank Libbon, Brooklyn; Discus- 
sion. 

12:10 p.m. “Standard Accounting Plan in 
Milwaukee,” Wm. J. Schuelke, Milwaukee. 

7:00 p.m. Annual Dinner. 


OCTOBER 3: FRIDAY 


9:00 a.m. Convention Session. 

9:05 a.m. Report of Standardization Com- 
mittee. Address: S. L. Nicholson, Chair- 
man, Standards Committee, Assoc. Mfgs. 
Elec. Sup. 

9:45 a.m. Lighting Educational 
mittee, J. E. Davidson, chairman, 
Lighting Contest.” 

10:15 a.m. “Tendency Towards Monopo- 
listic Insurance,” Lynton T. Block, St 
Louis. ; 

10:40 a.m. New Business; suggestion by 
members. ; 

12:10 p.m. Convention Committee Report. 

12:15 p.m. Resolutions Committee Report 

12:30 p.m. Adjourn. 

8:00 p.m. Awarding of Prizes. 


OcTOBER 4: SATURDAY 
Executive Committee Meeting. 


Plan, Wm. L. 
of Society for 


General 


Association ; 


Com- 
‘Home 
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Electrical Dealers Who Are Making Money—and Why (XI) 


Charles Beltzhoover Does Business at 
a Profit Because He Knows His Costs 


How Cincinnati Contractor-Dealer Delegates Author- 
ity and Responsibility to Store Manager and Con- 
struction Superintendent and So Frees His Own Time 


66 E MAKE money because 
W we sell goods and construc- 
tion work for more than 
they cost us.” This was the answer 
made by Charles Beltzhoover of the 
Beltzhoover Electric Company, Cin- 
cinnati, to the direct question “What 
is the chief factor responsible for 
your success as an electrical con- 
tractor merchant?” 

This formula for profit-making 
sounds a great deal simpler than it 
is. For Mr. Beltzhoover did not 
mean that just selling merchandise 
and construction work for more 
than he paid for them made a profit. 

He meant selling at an advance 
over costs—and to find the true cost 
of everything that is billed or sold 
over the counter, he has developed a 
system of cost finding and account- 
ing that is perfectly simple and 
easily operated; and because it can 
be applied to any contractor-dealer’s 
business no matter how large or how 


small, it is worth describing in some 
detail. 


Method of Showing Cost on 
Every Transaction 


The first step is keeping a record 
of cost price on all material in stock. 
These records are kept up to date 
from the invoices on each purchase 
with transportation and truckage 
added on shipments from out of 
town. 

The sheet showing material issued 
on a construction job is sent to the 
office, costs are marked and extended 
and this sheet filed in the job en- 
velope. Additional material sheets 
are treated in the same way and a 
Separate credit sheet is made for 
returned material. Time slips are 
filed here also. 

When the job is roughed in a 
Payment of sixty per cent is due. 
At this stage the total costs to date 
of material less returns and labor 


cost are noted on the envelope. A 
second entry of costs is made when 
the job is completed. So that at a 
glance the job envelope shows a pro- 
gressive record of amounts received 
and amounts paid out for material 
and labor. 

The totals of cost and price on the 
completed job are entered on a 
monthly cost and _ receipt sheet. 
This sheet carries six headings with 
two columns, one for cost and one 
for price, allowed for each heading: 
construction, fixtures, cash sales, 
charge sales, repairs, radio. All 
cash sale and charge sale slips are 
costed daily and the totals also en- 
tered on this cost and receipt sheet. 
From day to day for each month 


these sheets show just what the 
business in all departments is doing, 
both in sales and in gross profits. 

At the end of the year the true 
cost is determined, which is labor 
and material costs plus overhead. 
Now overhead in this business is not 
lumped and applied equally to 
every transaction. It is Mr. Beltz- 
hoover’s conviction that the overhead 
of the construction and merchandis- 
ing departments cannot be equally 
apportioned. 

A part of the costs that apply to 
the store and to merchandising do 
not apply to construction. 

With the detailed figures of all 
expense charges; rent, salaries, ad- 
vertising, delivery, etc., and with 

















“RaDIO PARTS” SALES FROM THIS CASE HAVE REACHED $600 A DAY 


Miss Kotz, retail manager of the Beltz- 
hoover Electric Company believes in the 
Smile Idea. This wall case nine feet wide 
and 154 inches deep with twenty drawers 
each 30 inches deep and a fixture for wrap- 


ping paper, makes rapid handling of radio 
parts sales. Without trenching on other 
store space this ‘‘radio parts department” 
has done a business of $600 in one day and 
averages $4,500 a month. 
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these monthly cost and receipt sheets 
before him, Mr. Beltzhoover enters 
into executive session with his super- 
intendent of construction, John Beltz- 
hoover and his merchandising man- 
ager, Miss Anna C. Kotz. Together 
they apportion the overhead charges 
proper to the store and to the con- 
struction department. 


Merchandising Overhead Higher 
Than Contracting 


Many of the charges entering into 
the two departments can be easily 
separated but some of them require 
figuring. Mr. Beltzhoover’s salary is 
charged three-fourths to construc- 
tion as most of his time is spent for 
that department. Rent can be easily 
divided but truckage is not so easy. 
The company maintains one truck 
which works for both departments. 
To determine this division of truck 
charges more exactly, a test was 
made by giving out all store de- 
liveries to a package delivery service 
for one month. And truck charges 
to the store were based strictly on 
this test. 

By this method of dividing over- 
head charges, merchandising for 
last year is shown to have cost 32 
per cent and construction 18.66 per 
cent. With these figures as a basis 
it is possible for Mr. Beltzhoover to 
segregate gross profits and charges 
applying to any particular line and 
to determine whether the margin is 
sufficient to justify handling. This 
has been done on some of the larger 
appliances. 

The management of the store, 
buying, pricing and selling, is en- 
tirely in the hands of Miss Kotz. 
“This is so well done,” said Mr. 
Beltzhoover, “that I can forget that 
I have a store and devote the most 
of my time to the sales work for the 
construction department.” 

The retail success of this business 
is a good example of what can be 
done in a downtown electrical store 
two blocks below the best retail lo- 
cation and competing on an equal 
basis with the big and well-located 
central station and department stores. 

No outside salesmen are employed. 
Business is done by the same means 
used by the big competitors referred 
to: advertising, window display and 
efficient store selling. 

Five per cent of the gross busi- 
ness is appropriated for advertising 
which is prepared and placed by an 
advertising agency on a regular pro- 
gram. Twice a week a quarter 


page ad appears in the leading Cin- 
cinnati papers. This advertising fol- 
lows the general lines of department 
store layout, playing up a number 
of seasonable items rather than de- 
voting all the space to one particular 
article. 

A typical ad will carry a boxed 
write-up of the business, emphasiz- 
ing the firm’s reputation for re- 
liability and listing a number of im- 
portant construction jobs recently 
carried out or in process; a section 
on radio sets and parts; several heat- 











Charles Beltzhoover 
makes merchandising 
and contracting both 
pay because: 





He has efficient and re- 
sponsible heads of his con- 
struction and merchandising 


departments 

His own time is free for 
sales work on _ important 
contracts 


His assistants study the 
business with him and help 
plan for extending it 

He has a cost accounting 
system that is simple, com- 
plete and up to the minute. 




















ing appliances illustrated and priced; 
and space for portable lamps and 
fixtures. 

“Our advertising,” said Miss 
Kotz, “brings ina great many women 
shoppers and during June and 
December we push the idea of the 
electrical gift. There is nothing at 
the same price that makes so good an 
appearance as a portable lamp and a 
woman shopping for gifts who comes 
in here will usually leave an order 
for one or more portables. Because 
of this our June business on port- 
ables and appliances is nearly as 
large as December. 


Sales Made Chiefly to Passers-by 
and Shoppers 


“While we have a certain number 
of steady customers most of our sales 
are made to the passer and the shop- 
per. Window displays in addition to 
the advertising bring the people in. 
The best selling window we find, dis- 
plays a variety of merchandise with 
each item priced. 

“For some time we had a profes- 





sional window trimmer who did not 
like to use price cards as they spoiled 
the artistic effect of his window. 
Not that we disregard the attention- 
getting effect of attractive back- 
ground and grouping but in dollars 
and cents of sales we know that a 
window with price cards pays better 
than the window without them. 

“Men are more attracted by priced 
windows than women. I think the 
average man will hardly come in to 
buy an article he sees in the window 
unless there is a price card on it. 
Women are used to shopping, but 
men want to know what the price is 
because they come in expecting to 
buy. 

“There are three other sales 
people besides myself and we all try 
to increase the purchase of every 
customer. In addition to salary our 
sales people are paid a bonus of one 
per cent on their total sales. This 
is a real incentive to increasing the 
sale per customer as the bonus paid 
quarterly usually mounts up to a 
substantial check. 

“Nobody has all the electrical con- 
veniences they should have and from 
what the customer buys we can sug- 
gest something to go with it. And 
we can nearly always sell a carton of 
lamps no matter what else the cus- 
tomer has bought. 


Selling Method That Increases 
Fixture Sales 


“Many people shop around a great 
deal for their fixtures. When the 
fixture shoppers come in here we 
act on the thought that they have 
visited a number of places and com- 
pared values and ought now to be 
ready to buy. And we try hard to 
close the order before they get away. 

“People usually look at living room 
fixtures first and are sure to like one 
particular fixture best; we have an 
estimate sheet handy and enter the 
number and price of this fixture. 
We try to get the name and address 
at this point and if they insist that 
they are not going to buy we assure 
them that this is only a memoran- 
dum. 

“As they go over the fixtures for 
each room, the fixtures they show 4 
preference for are listed and when 
they are through looking we total the 
estimate and ask if we cannot send 
these fixtures out and hang them. 
And in a healthy percentage of cases 
we get the order right then. 
Because their selection is all listed it 
is easy for them to say yes as they 
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Supplies indrawers with sample on front | Store 
Window Counters and wall cases ~y i ie lly 
Tables 
Table for appli Hi Hes LT JL] 
Entrance able for appliances rtabl ; 
and poriables ™ Bookkeeper Safe 
poorer STO} up to oe 
a stock an Stair down to haa 
' radio set demonstration Stair up to 
Window [Radio parts | room oa ~ Mr.Beltzhoover's sc 
LI i office -1> il 
TTT * r | Fixfture {display | booths TIT 
LL of a Lt , 
Because this is a show room and not a_ radio parts is possible in this space 24 x 58 


stock room as well; a full display of fix- 
tures, table and floor lamps, appliances and 


ft. Stock sold can be immediately replaced 
from the second floor stock room. 





are often tired of looking and con- 
fused by all the fixtures they have 
seen. 

“If they do not buy we have the 
estimate for them all itemized and 
totaled and we have the duplicate 
with their name to follow up.” 


Fitting a Radio Business Into 
Small Space 


The show room is only 24 x 58 ft. 
and cut into by two stairways and an 
office. It was a problem to find space 
for radio parts and sets. The solu- 
tion as far as parts were concerned, 
was a special wall case which dis- 
plays and carries a day-to-day stock, 
replacements being made from the 
stock room on the second floor. This 
case as shown in the illustration has 
twenty drawers at the base and a 
space for wrapping paper roll. Glass 
doors above provides display and 
the drawers carry parts much called 
for and that do not display so well; 
tubes, batteries, coils of aerial 
wire, etc. 

Although this case is but nine feet 
wide and thirty inches deep at the 
drawer section and fifteen and one- 
half inches at the shelves, sales of 
$600 a day have been made from it. 
The monthly average of parts busi- 
ness, all done at this case and with- 
out’ interference with the regular 
show cases and the business on ap- 
Pliances and supplies, is $4,500. 


Basement Space Becomes Radio 
Demonstration Room 


This case provided for parts busi- 
ness but unless some other line was 
displaced there seemed no space for 
the adequate display of radio sets. 
Until Miss Kotz hit upon the idea of 
transforming the front section of 
the furnace room. This proved 
thoroughly practical and with a new 
floor, walls and ceiling of wall board, 





a brick mantel and two window “il- 
lusions” the waste space in the base- 
ment became an attractive and com- 
fortable room where Mr. Customer 
and his wife could have a radio 
demonstration and choose the set 
they want. This room complete with 
furniture cost less than $600. 

The use of every inch of space 
available also extends to the stock 
room. In comparison to the busi- 
ness done the stock carried is sur- 
prisingly small. 


Keeps Stock Down and Turnover Up 


“We get a high turnover,” said 
Mr. Beltzhoover, “because we buy 
what we need only as we need it. I 
believe in letting the jobber carry 
most of my stock for me. Seventy- 


five per cent of the material for our 
construction work is delivered from 
the jobber direct to the job. This 
cuts down handling and truckage 
costs as well as reducing stock in- 
vestment. 

“On merchandise for the store our 
stock carried is larger but our 
volume is sufficient so that we can 
buy the quantities necessary to earn 
a discount and still carry only about 
a sixty-day stock. 


Advertising Keeps Volume on 
the Increase 


“Volume is the other element that 
must be present in addition to a 
close check on expenses and margins. 
I believe that steady advertising is 
the best guarantee of a satisfactory 
and increasing volume. Years ago 
when it was something of a ques- 
tion as to where the rent was com- 
ing from, we somehow found the 
money to advertise and the five per 
cent that we spend now is our guar- 
antee of continued growth. 

“Our net profits,” concluded Mr. 
Beltzhoover, “‘have a tendency to de- 
crease in percentage. Our expenses 
are heavier, we have to pay more for 
rent, clerk hire, truckage, every- 
thing, and selling prices are coming 
down rather ‘than increasing. But 
because our volume grows our net 
profits in dollars grow every year 
with it.” 

















A TRANSFORMATION WHICH GAVE ADDED DEMONSTRATION SPACE 


This radio set demonstration room where 
Mr. and Mrs. can select a set in comfort, 
was made from the front end of the furnace 
room. This transformation, complete with 


furniture, cost just under $600. It 


é nabled 


Beltzhoover to use waste space for a badly 
needed radio demonstration room without 
displacing any regular line in the store. 
























Not a New Store, / 
but an Enlarged Store | 
of a Successful Electrical 


Contractor-Dealer 


The opening of a new appliance shop with 
outside capital is not nearly as interesting 
a piece of news as the account of the 
enlargement of a successful contractor- 
dealer’s store from profits made out of the 
business itself. W. P. Collins, shown at 
the right in one of his four fixture rooms, 
selling a luminaire to a customer, is the 
optimistic dealer who recently spent over 
$5,000 remodeling his Springfield (Mass.) 
store to take care of increasing business. 
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Left—Wall cases, 
counters and show 
tables lend a de- 
department - store 
atmosphere to the 
appliance _ section. 
The main part of 
the store is 25 ft. 
wide and 42 ft. 
deep. Rattan chairs 
are placed at stra- 
tegic positions 
throughout the 
store for custom- 
ers’ comfort. Di- 
rectly in front of 
this view, on the 
left of doorway, a 
complete electric 
laundry has been 
installed. 











Right—Right side of 
store showing special 
sale displays and part of 
electric range depart- 
ment, Large 200-watt 
units, hung 9 ft. 6 in. 
above the floor, and giv- 
ing 12-ft. candles on the 
counters, are used for 
illumination in the ap- 
pliance department. 
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How Collins Remodeled His Store 


for $9,000 


Springfield, Mass., Electric Company Secures 175 per Cent Increase 
in Selling-Space by Building Mezzanine Floor and Re-arranging 
Quarters — Appeal to Visitors and Customers Strengthened 


T AN approximate cost of $5,000, 
A the Collins Electric Company, 
one of the best-known dealers 

in Springfield, Mass., has recently 
remodeled its attractive store at 92 
State Street, and increased the selling 
space of the establishment from 800 
to 2,200 sq.ft. The company is now 
in the twentieth year of its history 
and has been at its present location 
about four years, diagonally across 
the street from the main office of the 
United Electric Light Company. Its 
store has long represented a type of 
good merchandising practice in ar- 
rangement, but in its new layout, the 
appeal to the customer has been 
heightened, first, by the enlargement 
of the appliance department, and 



































By H. S. KNOWLTON 


second, by the establishment of a set 
of fixture studios of unusual beauty. 

The store front contains two pairs 
of show windows with an _ inter- 
mediate entrance to other premises. 
The main entrance to the store is be- 
tween the window units of one pair, 
and the entire appliance department 
opens into full view on the threshold. 
This main section is now 25 ft. wide 
and 42 ft. deep. To secure this 
width, a former section which was 
used for a small but attractive fix- 
ture room group was torn out and 
in its place an open area provided, 
flanked on one side by an electric 
range stand wired to permit com- 
plete service demonstrations—a con- 
venience formerly not readily avail- 
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“French windows opening from 
Fixture rooms to windows 


Electric ranges wired for demonstration 
and a complete electric laundry are fea- 
tures of this new appliance show room. 


*s 


Rear entrance 
door for freight-* 


The dotted outline shows the limits of the 
former electric shop, with the old fixture 
rooms also dotted in. 


able. On the left of the doorway a 
complete electric laundry has been 
established. The central portion of 
the floor is now devoted to the dis- 
play of appliances on open tables ac- 
cording to department store ideas. 
At the rear is an appliance counter 
with stock shelves behind. 

This counter borders a wide aisle 
leading at right angles to the 
cashier’s office at the inner end, and 
in passing to this the customer is 
in full view of the new fixture 
studios. These consist of four 
rooms, each about 14 ft. square and 
forming a square group in which 
each room opens into two others, 
the doorways being flanked by 
colonnades with cream enamel finish. 
The walls and ceilings are covered 
with “Sanitas” canvas, which is 
washable. All traces of the construc- 
tion work were easily removed from 
these surfaces. At the rear of two 
studio rooms are two French doors 
opening into the corresponding win- 
dows. These doors and the colon- 
nades lend themselves to artistic set- 
tings of interiors to display fixtures 
and lighting schemes of various de- 
signs. Console tables are included 
among the furnishings and there 
are about 175 outlets in the studios. 
Wooden bases covered by 7 x 9-in. 
black velvet and hollowed out be- 
hind to recess wiring plugs are used 
to enable different types of fixtures 
to be shown. The bases are hung 
over wall receptacles by hooks, as 
described in Electrical Merchandis- 
ing in a former issue. The holes at 
the rear of the bases are 1}? in. in 
diameter and the blocks are 1 in. 
thick each, with a picture hook at the 
top. 

The appliance department is 
lighted by four 200-watt Phoenix 
radiant units hung 9 ft. 6 in. above 
the floor and giving about 12 ft.- 
candles on the counters. An over- 
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head lamp display rack built of 
4-in. condulet units assembled in a 
rectangular frame is mounted above 
the main counter and carries out- 
lets for twenty-four lamps. 

The mezzanine floor built over the 
display rooms gives the office staff 
an 8-ft. ceiling. The flooring is of 


13-in. pine covered by linoleum. 
Ample space for private and general 
offices is provided on this mezzanine 
floor. 

The cost of the fixture studios was 
about one-half the total expense of 
fitting up the establishment on its 
improved basis. 


The office space has been increased 
from 300 to 800 sq.ft. by the new 
arrangement of the establishment. 
The opening days of the rearranged 
store were featured by a special 
sale of merchandise at attractive 
prices and the increased space was 
found to be a valuable improvement. 





Advertises “See Them All Together” 


Detroit Washing-Machine Shop Carries All Standard Makes—Dealer 
Who Started with Nothing Three Years Ago Now Has 


HE Woodward Washing Ma- 
chine Shop, 6335 Grand River 
Avenue, Detroit, sells twenty 
to thirty washers a week without 
employing outside salesmen, accord- 
ing to W. H. Woodward, proprietor. 

The Woodward Washing Machine. 
Shop is a retail store. It stocks a 
wide variety of merchandise, adver- 
tises in the daily papers to bring in 
customers, and sells those customers 
right on the floor. It employs only 
four persons, including the proprie- 
tor, and not one of them works on 
straight commission. Perhaps this 
should be modified slightly by adding 
that several people sell vacuum 
sweepers for the store on commission, 
but they are not full-time employees 
and their work is more or less 
incidental. 

It has been said that the Wood- 
ward Washing Machine Shop carries 
a wide variety of merchandise, and 
so it does. Its stocks are limited to 
electrical appliances only, but these 
include about twenty standard makes 
of washing machines, four makes of 
ironers, four makes of vacuum 
Sweepers, one line of electric sewing 
machines, and a variety of miscel- 
laneous electrical goods such as per- 
colators, hot plates, irons, table 
lamps, curlers, bulbs, sockets, and 
accessories. 


“Do a Week’s Shopping 
in One Evening” 


Washing machines are the princi- 
pal line, however, and these are fea- 
tured in display advertisements in 
the leading Detroit paper under the 
caption: “See Them All Together 


Business of $150,000 a Year 


By D. G. BAIRD 


and Complete a Whole Week’s Shop- 
ping inOne Evening.” The advertis- 
ing copy goes on to say that: “We 
positively carry the largest variety 
of electric washers in Michigan—all 
leading standard makes—and by see- 
ing these machines all together on 
one floor and having the merits of 
each one explained by expert sales- 


who have no special favorites, you 


will be able to make comparisons that 
you could not possibly ‘make in any 
other way, thus basing your decision 
on your own judgment, and go home 
happy in the thought that you ‘have 
seen them all’ and selected the one 
best suited to your own individual 
requirements.” 

This copy is followed by cuts of 
twelve or fifteen washers of different 
types and makes, and by the addi- 











Must washing machines 
continue to be sold by high 
pressure selling methods or 
can the public be induced to 
come in and buy them? 


The experience of this 
Detroit dealer points to the 
conclusion that the public 
will buy washers when they 
can shop and compare makes 
as in any other lines. 


Two men in this store sell 
twenty to thirty washers a 
week and the cost of the ad- 
vertising that brings the cus- 
tomers to the shop is less 
than the cost of seeking them 
out by canvassing. 























tional information that the shop is 
also an authorized dealer for several 
standard makes of ironers and 
sweepers, which are named. 

The advertisements usually are 
four columns by eight inches and ad- 
vertisements of this size in the lead- 
ing Detroit paper cost quite a bit of 
money—$218—but Mr. Woodward 
insists that they pay and pay well. 


$218 Advertising Sold 22 Washers 


“We have sold as many as 22 
washers on a Friday night and Sat- 
urday, from such an ad,” he de- 
clares, “‘besides the business it brings 
during the following week and the 
out-of-town trade we get from it. 
We have sold washers in Pontiac, 
Flint, Bay City, The Soo, and as far 
away as Missouri, to say nothing of 
the suburbs of Detroit as a result 
of this advertising. We have sold 
several washers in one suburb 
where there is an agency for the 
make we sold the most of and a 
number of them were sold to people 
living within a few blocks of the 
agency. They didn’t even know 
there is an agency near them. 

“That is what advertising does for 
one. There is no good reason why 
people who live in other cities should 
buy washers from us except the fact 
that they do have the opportunity to 
compare them all together here. 
They could go around to the different 
agencies and shops in their town and 
select a machine to their liking, but 
they don’t. They see our ad in a 
Detroit paper and when they come 
to the city, they come out to see us 
and we get the business.” 
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Mr. Woodward insists that his is 
the only satisfactory method of sell- 
ing washers. 

“We are merchants,” he says, ‘‘and 
it is our business to sell our custom- 
ers the goods they want and that 
will suit their individual needs and 
tastes. We have no favorites. We 
carry washers of all types and of all 
standard makes and we are prepared 
to point out the advantages of each 
and every one of them. We abso- 
lutely forget our own interests in 
serving the customer, making her in- 
terest the only consideration. On 
some machines, for example, we get 
a larger discount than on others, but 
no one would ever guess which one 
we make the most money on just 
from watching us make a sale. 

“This is the only real way to sell 
washers. Here we have all the stand- 
ard makes together on one floor and, 
just as we state in our ads, a cus- 
tomer can do a whole week’s shopping 
in one evening here. Not only so, 
but when she has seen them all, she 
is better able to reach an intelligenv 
conclusion, because she has not been 
all muddled up by listening to a lot 
of high-pressure salesmen praise 
their machines and _ knock the 
others. We tell them the merits and 
demerits of them all and let them 
take their choice. 

“A man tried to get real confi- 
dential with me one day recently for 
the purpose of getting some inside 
information on the different ma- 
chines. After bringing up some 
things which we had in common 
and talking quite a while, he asked 
me confidentally just which was the 
best machine made. 

“‘We don’t carry the best ma- 
chine made,’ I told him. 

“Don’t carry the best machine 
made!’ he exclaimed. ‘Why, you 
have all the standard makes here— 
if you haven’t got the best, then 
who has?’ 

“Tf you want the best machine 
made,’ I said, ‘go to the man who 
carries only one line. He has it.’” 


Customers Are Learning Points 
of Leading Washers 


One might think that such an ar- 
ray of different machines together 
would be confusing and would make 
selling more difficult, but Mr. Wood- 
ward insists that such is not the case. 

“A customer usually has some ma- 
chine in mind when she enters the 
shop,” he explains. “Her neighbor 
has one that she likes, or she has 
heard one make praised or kas seen 


it advertised. She may be inter- 
ested in two different makes, but 
seldom more than two. We meet 
her at the door and ask whether she 
is interested in any particular make 
and when she says she would like to 
look at such and such a washer, we 
lead her right to it. She will very 
likely want to take a brief look at 
the others, but she is already pretty 
well sold on that one and is more 
than likely to take it. If she isn’t 
interested in any particular make, 
we ask about what price she expects 
to pay. 


Sells Machine Prospect is 
Interested in 


“In case neither question brings 
out a lead, we go right down the 
line, making just a very short talk 
about each machine. By the time 
we get a little way, we can tell which 
machine she is interested in. She 
will stop and look back at it, per- 
haps, or she will ask some question 
about it that will indicate her inter- 
est. Then we immediately turn 
back to that machine and proceed to 
sell it. The more crowded the store 
is, the easier it is to sell. The cus- 
tomer sees that we’re busy, she sees 
others signing up, and she has more 
confidence in us and in our machines 
than she would have if we were 
just a little shop handling a single 
make. Not only so, but she doesn’t 
expect as much attention as she 
would if we were not busy. I fre- 
quently wait on three or more cus- 
tomers at once and sell them all. 

“This mass display is an aid in 


selling, too. We carry as high as 
fifty washers right on the floor and 
the very large number inspires con- 
fidence. It looks like we’re doing a 
big business and if we’re doing a 
big business, we must be all right. 
It’s much more cheerful, too, than a 
shop that has only one or two ma- 
chines on display.” 

Mr. Woodward does not favor the 
usual method of selling through the 
medium of commission men who 
canvass from house to house, and 
for several reasons. For one thing, 
it is almost impossible to maintain 
a regular crew of satisfactory sales- 
men; for another, salesmen some- 
times make trouble for the house; 
and for still another, he thinks it 
better to bring customers to the shop 
rather than annoy those who are not 
interested by ringing their doorbells. 


Does Not Believe in Having Com- 
mission Salesmen 


Men who sell on commission, he 
points out, are not always good 
workers. They may do well for a: 
short time, then when they fail to 
get any business for a week or so, 
they become discouraged and quit, or 
cdo worse. By doing worse, he means 
that they sometimes defraud the 
house by selling a number of ma- 
chines for small down payments, col- 
lecting their full commissions, then 
skipping out, leaving the dealer to 
take back the machines when he finds 
that. he can’t collect on them. This 
of course requires the collaboration 
of others, but it is sometimes done, 
he says. He believes, too, that it is 

















Mass display is an aid to selling. 
machines of twenty makes are carried on 


the floor. This inspires customer con- 


Fifty fidence because if so much business is being 
done, 
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the firm must be 
for 


all right. It 
any 


aiso 


one make. 








ne SSSR HOSES RESET = RARER ESSAI ig o9 SSS See ee eee es sas 





4568 


ELECTRICAL MERCHANDISING 


Vol. 32, No. 3 





less expensive to bring customers to 
the shop by advertising than it is to 
seek them out by canvassing. 

Mr. Woodward has not adopted 
his plan of merchandising without 
having had experience with other 
methods. He himself was a vacuum 
cleaner salesman for a number of 
years and he has built his present 
business from absolutely nothing. 

“Washing machines have always 
been a kind of hobby with me,” he 
relates. “I patented three water- 
power machines back several years 
ago, while I was working as a ma- 
chinist, and I was always tinkering 
with washers and sweepers. Curi- 
ously enough, though, when I got 
into the appliance game, I became a 
sweeper salesman. I took my wife’s 
sweeper down to the shop to have it 
repaired one day and while there 
became interested and took a job 
selling sweepers. 


Bought First Washer on Credit 


“After selling for about four 
years, I got flat feet and had to find 
other employment, so I bought a 
second-hand washer on credit, over- 
hauled it, and sold it at a profit of 
$22.50, then bought another and 
repeated the verformance. That 


started me in the used washing ma- 
chine business and I think J was the 
first man ever to operate a wash- 
ing machine exchange. I did a pretty 
fair business for a time, then I 
moved into larger quarters, rigged 
up my basement, and went into the 
business right. 


Bought and Rebuilt Used Machines 


“I began buying used machines 
from dealers and rebuilding them, 
thus enabling them to take used ma- 
chines in trade. At the same time, 
I was farsighted enough to have an 
understanding with these dealers 
that I could buy new machines from 
them at the regular dealer discount 
any time I wished. I had such a 
business as this in mind from the 
first.” 

Just two years ago, Mr. Woodward 
goes on to relate, he decided the time 
had come for him to rent a store and 
start in business right. He had been 
doing a pretty nice business in new 
and used machines and had saved up 
a small sum of money, so he sought 
a location for a store. 

Then everything went wrong, as 
things will do. He had bought a 
good stock of machines with which 
to open his store, but it took him a 
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and Saturday from such an ad. 
ing is a strong sales-stimulant, 


month, to find a location and by that 
time all his machines except four 
were gone. He rented the store and 
flat at 6335 Grand River Avenue for 
$150 a month, paid a month’s rent, 
and then proceeded to pay a couple 
of doctor’s bills that left him ab- 
solutely broke. At the same time, 
others were prophesying that he 
would not be successful in business 
in that location and with the kind of 
business he expected to conduct. 

Nevertheless, he had a month’s 
rent paid and he proceeded to do 
business. He is still doing business 
in the same location and declares 
that his present sales average about 
$14,000 a month. Not so bad, at 
that! 


Now Doing $14,000 a Month— 
Only Three Employees 


He has just three employees and 
insists that they are enough. 

“I know too many men who think 
they have to have a big list of em- 
ployees,” he says with emphasis. “I 
have in mind one shop in particular 
that does no more business than we, 
yet has 40 people starving on it. I 
employ one man to sell and demon- 
strate, another on service, one to 
keep books and collect, and I help 
sell. That’s enough, although we 
don’t have much time to work on 
used machines which we still take in 
trade. Most of our business now is 
in new machines, but we trade right 
along. We can rebuild a used washer 
and frequently make more profit on 
it than a new one.” 

In addition to this regular force, 
Mr. Woodward has a few people sell- 
ing sweepers on a kind of part-time 
proposition and he encourages cus- 
tomers to send in their friends or to 
sell outright for him by offering 
them $5 to $10 on each prospect 
whom they send in and who actually 
buys. His proposition is that if the 
customer sells only one machine, she 
gets $5, if four she gets $7.50 each, 
if six, she gets $10 each. 

This, naturally, acts as an incen- 
tive for the customer to sell as many 
machines as possible and results in 
mutual satisfaction. 

In addition to the shop here dis- 
cussed, Mr. Woodward now has 4 
branch in another part of the city 
which is operated for him on a com- 
mission basis. 

Mr. Woodward insists that there 
is no other electrical appliance busi- 
ness like his anywhere. Is he right? 
If he is, he deserves all the success 
he is having. 
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«I Get a Complete Statement 
in Two Hours” 
(Continued from page 4557) 


card upon which is neatly typewrit- 
ten a full description of the article 
kept in the bin, and the price. Hav- 
ing the price on the bin card saves a 
great many mistakes, a vast amount 
of time and considerable money, for 
when the stock clerk takes the 
requisition to the bins, as the photo- 
graph shows, the price of every 
article is right before him so he can 
set it down without delay or pos- 
sibility of error. Contrast the sim- 
plicity and convenience of this 
method with the awkwardness of 
looking up prices afterwards and the 
bother of going through catalogs. 

The other forms used by Mr. 
Wnentkowski need not be described 
in detail here. All the forms used. 
including those described and illus- 
trated, are the standard forms 
adopted by the accounting commit- 
tees of the various associations pre- 
viously referred to, and include loose- 
leaf binders, ledger and journal 
forms, trial balance book, time slips 
for labor, sales recapitulation, ac- 
counts receivable and payable, cash 
received and paid and voucher dis- 
bursements. Further information 
about the system used by Mr. Wnent- 
kowski, or samples of the forms, may 
be obtained from S. C. Greusel, sec- 
retary and treasurer of the G-Q 
Electric Company, Milwaukee, who 
has been prominent in the Milwaukee 
campaign. 

There are about 120 licensed elec- 
tricians in Milwaukee doing a con- 
tracting business. In 5 months’ 
work after the campaign started, 
more than 10 per cent of these con- 
tractor-dealers had _ installed the 
“standard system.” Several others 
have since been added to the list. 
The results in the case of the Lin- 
coln Electric Co., referred to in this 
article, are by no means exceptional, 
but are fairly representative of the 
benefits derived from the system by 
other contractors. 

The Electrical Contractor-Dealers’ 
Association of Milwaukee is conduct- 
ing the campaign. Among the job- 
bers co-operating are the G-Q Elec- 
tric Company, Julius Andrae & 
Sons Company, Boggis-Johnson Elec- 
tric Company, and the Western 
Electric Company. And among the 
manufacturers, the Moe- Bridges 
Company and Charles A. Polacheck 
& Company. 





Lighting Fixtures Satisfactory to 
~All Interests 


Some Suggested Designs to Meet Requirements of 
Illuminating Efficiency as Well as Artistic Taste 


By M. LUCKIESH 


Director, Lighting Research Laboratory, 
National Lamp Works of General Electric Company 


E NEED more lighting 
W fixtures that have definite 

lighting aims as well as an 
attractive appearance. It is easily 
demonstrated that the _ scientific 
design of lighting fixtures does not 
at all interfere with artistic pos- 
sibilities. Of course, elaborately 
decorative fixtures cost more than 
simple ones. Very few fixtures are 
available at a reasonable price which 
make it pussible for the householder 
to experience some of the possibil- 
ities of lighting effects and which ap- 
peal to all the other interests 
involved. 

The two fixtures illustrated here- 
with were designed, not as examples 
of the highest art and highest science 
in fixtures, but to illustrate reason- 
ably satisfactory compromises which 
should antagonize no interest in- 
volved and. which are likely to be 
attractive to all interests. The bowl 
in each case has a light-source con- 
trolled by a pull-chain socket. Un- 
derneath this socket and attached to 
it is an outlet for appliance plugs. 
The latter requirement made it nec- 
essary to depend for direct light on 
the pendent shades in one case and 
the candelabra in the other. 

From an artistic viewpoint multi- 
ple light-sources are generally more 
desirable than a single one. In these 
fixtures the glass interests should 
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The light-source in each of these 
two fixtures is controlled by a 
pull-chain socket. Under the 
socket is an outlet for appliance 
plugs. The various elements 
make these fixtures attractive 


to all interests involved. 


be satisfied as well as the fixture in- 
terests. Let us list the main 
features. 


1. There is sufficient glass to be at- 
tractive to the glass interests. 

2. There is sufficient “fixture” to ap- 
peal to fixture manufacturers. 

3. The outlet for attaching appliances 
should appeal to the appliance people. 

4. These several sockets should ap- 
peal to the lamp interests. 

5. The lamp wattage and the appli- 
ance outlet should appeal to the central- 
station. 

6. The two circuits, giving two dis- 
tinctively different lighting effects, 
offer attractive possibilities to the 
householder. Such possibilities auto- 
matically educate the householder in 
regard to what light can do by way of 
utility and charming effect. The con- 
venience of the outlet for appliances 
should be very appealing, particularly 
in the millions of homes in which no 
convenience-outlet is found in the din- 
ing-room. 

The time has arrived for other 
campaign-units. A campaign-unit 
should be of moderate price and 
should be such as to receive the sup- 
port of all the varied interests. The 
two fixtures illustrated herewith are 
examples of the types that go a long 
way at least toward fulfilling the re- 
quirements, both scientifically and 
artistically. They have been reduced 
in cost as much as possible without 
sacrificing too much in either quality 
or construction. 
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Telling Story of Lighting Essay — 


Contest to Millions 


Magazines, Newspapers, Moving-Picture Films, Booklets, Radio 
Lectures and “Home Electric” Exhibitions Will Carry Message 


Over Whole 


UNDREDS of communities— 
Hee and towns, large and 
small—have already signified 
their intention to take part in the 
Lighting Essay Contest during Oc- 
tober. And before September goes 
by, twenty million persons in the 
United States and Canada will have 
been informed of the Contest which 
is being conducted by the Lighting 
Educational Committee, as outlined 
in last month’s issue of Electrical 
Merchandising. Through the med- 
ium of advertising in more than 
twenty national popular magazines, 
the general public will for the first 
time be told about the contest and 
millions of school children will be 
clamoring to compete for the prizes. 
Following are the issues of popu- 
lar magazines which will launch the 
story before the public; telling how 
a $15,000 electrical home and ten 
scholarships will be given to the 
school children of the United States 
and Canada: 


Saturday Evening Post, Sept. 11 

Literary Digest, Sept. 20 

Colliers, Sept. 20 

Hearst’s International, October 

American Magazine, October 

Cosmopolitan, October 

Red Book, October 

McCalls, October 

Woman’s Home Companion, October 

Pictorial Review, October 

Delineator, October 

Designer, October 

Good Housekeeping, October 

Ladies’ Home Journal, October 

Through these announcements, 
children will be informed that in 
order to enter the contest to win the 
prizes, they must go to the local 
electrical club or league and get a 
copy of the Home Lighting Primer. 
They will also be asked to watch for 
the announcement of the essay con- 
test in their own local newspapers, 
for practically all of the communi- 
ties which are holding Home Light- 
ing Contests will undoubtedly find 
it advisable to back up the large na- 
tional advertising campaign with 





Lighting Gontest Begs 





School Boys and School Girls 


GET THIS PRIMER TODAY 


HIS is the day to enter the home Lighting Contest. 

Here is the way to do it! 

1. Get an announcement folder and registration card from your 
school teacher (electrical store). 

. Read folder carefully and decide if you want to enter contest. 

. Fill out registration card and give to your teacher in exchange 

for a Home Lighting Primer. 

Study Home Lighting Folder carefully and follow directions 

contained there. 


vn 


> 


Boys and Girls, here is a chance that comes only once in a 
lifetime. Each boy and girl not over ten years of age who 
is attending public, private or parochial school has an op- 
portunity to win a prize. Don’t forget to enter this contest 
TODAY. 


Ourtown Electrical League 





Included in the publicity material supplied 
ocal organizations for announcing the 
essay contest is a series of illustrated news- 
paper advertisements, one of which is 


reproduced above. Communities holding 
contests are advised to back up the national 
advertising campaign with these announce- 
ments in their local papers. 


Continent During September and October 


advertisements in the local news- 
papers. 

A number of such newspaper ad- 
vertisements for local use have been 
prepared by the headquarters organi- 
zation at New York, and will be sup- 
plied upon request to the Society 
for Electrical Development, 522 Fifth 
Avenue, New York City. A sample 
newspaper ad is reproduced on this 
page. 

The complete material available 
for the use of local committees upon 
order from the Society for Electrical 
Development, is as follows: 


Price 
Home Lighting Primer... $0.055 
Pins for Contestants..... 0.015 
Set Newspaper Lessons 
MNES USE rai 5 oka ore ees hore No charge 
ee ere eee 0.01 
Set Mats for Newspaper 
72 ES ee rr ta ae No charge 
Motion Picture Film....100.00 
MN Saree eta as gs 1.50 
Cardboard Model Home 
eee 2.00 


Jumbo Announcement Ads 0.01 
Radio Broadcasting Lec- 


UTM OS fevarticve tiebossseceeecs No charge 
Announcement Folders and 
Registration Cards.... 0.01 


Working Drawings and 

Specifications for Home 2.50 
Lantern Slide Lectures.. 5.00 
Demonstration and Exhibit 

Material Catalogue ... 
Illuminating Engineering 

pp a ee 0.40 

As we go to press, telegrams have 
just been received from G. D. Shep- 
ardson, professor of electrical engi- 
neering of the University of Minne- 
sota, and G. H. Anderson, professor 
of the University of Toronto, that 
they will accept the positions as na- 
tional judges for the Home Lighting 
Contest. This completes the list of 
seven judges, the first five of whom 
are— 

Franklin T. 


No charge 


Griffith, president, 


N. E. L. A.; William McAndrew, sup- 
erintendent of schools, Chicago, IIl.; 
Mrs. William Brown Meloney, editor, 
The Delineator; B. C. Forbes, editor, 
Forbes 


Magazine; Miss Sarah L. 
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Rhodes, principal, P. S. 28, Brooklyn, 
New York. 

These judges will consider only the 
prize-winning primers and essays 
which are sent in to New York from 
all the communities and Canada. 
Local judges in each community will 
have the responsibility of judging 
primers and essays as submitted by 
the local school children. 





Lighting Equipment Dealers 
Endorse Essay Contest 


One of the most important sub- 
jects discussed at the special meet- 
ing of the National Association of 
Lighting Equipment Dealers at 
Cleveland on Aug. 15, was the Home 
Lighting Contest. The dealers’ as- 
sociation is cooperating in every 
way possible to make this campaign 
a success. During the first ten days 
of September the headquarters’ office 
will forward three mailings to eight 
thousand lighting equipment dealers 
for the purpose of impressing them 
with the importance of co-operating 
locally with this great movement. 
In the second mailing will be in- 
cluded a copy of the Home Lighting 
Primer. 





Instructions for Triming Four 
Lighting Essay Windows 


To asist the dealer in linking-up his 
show windows with the educational 
phase of the Better Home Lighting 
Contest, the Illuminating Glassware 
Guild has prepared a series of neutral 
displays, four of which are reproduced 
on the following pages. Instructions 
for trimming these displays are as 
follows: 


Living Room 


Over the platforms and _ pedestals 
drape velvet or crepe paper as shown 
in the illustration (velvet was used in 
the display pictured). It will be more 
effective if you use two different colors 
of velvet or crepe paper, and have 
some of the platforms draped with one 
color and use a second color for the 
rest. 

From the top of the two sticks— 
which you nailed to the back of your 
platform—drape velvet or crepe paper 
Mm sort of a pyramid effect. At the 
top of each of these sticks fasten a 
wall bracket fixture, having one with a 
bare, frosted lamp and use a glass 
shade on the fixture at the right. Have 
these fixtures lighted if possible. 

On the pedestal or box at the left 
and front of your window place a 
lighted table lamp without a shade. On 
the right hand pedestal have a similar 
lighted table lamp with a glass shade 
a8 shown. 

Suspend lighted fixtures from the 
op of your window as shown in the 











What It Will Cost 


To Put On An Essay Contest 
in Your Town This Fall 


ae following figures have been 
prepared by Secretary Rosenberg 
of the Lighting Educational Commit- 
tee, based upon actual budgets re- 
ceived from communities of various 
sizes now planning contests. The 
figures given below cover the neces- 
sary printed material, primers, news- 
paper advertising, etc., for complete 
campaigns in towns and cities of the 
population given, it being assumed 
that 6 per cent of the population will 
be children eligible to enter the 
contest: 








Population Budget 
ore $100 
SN ko 6 heees 275 
0 errr 400 

10,000......... 550 
| ee 650 
pO ere 750 
GOGGO. so ceed 1,000 
0 re 1,500 

: | ere 2,500 

yr 5,500 

500,000......... 6,500 

| rer 8,000 

















picture. Have the fixture at the left 
equipped with bare lamps and have a 
similar fixture, with glass shades, at 
the right. 

Dining Room 


Put a box or boxes on the left side 
of the window and toward the front. 
Cover these boxes and part of the 
floor with velvet or crepe paper, allow- 
ing it. to lie in graceful folds. 

From your neighboring furniture store 
borrow a small table and a chair. The 
furniture dealer will be glad to co- 
operate if you will put a small card in 
your window crediting him with the 
pieces. Put the table in the center of 
your window with the chair at its side. 
The table will be more attractive if 
you cover it with a small table cloth 
and put a candy jar or a fancy bowl 
on it. 

Directly over the table hang one of 
your dome-type dining-room fixtures 
and have it lighted if possible. An- 
other dining room fixture should be 
placed on the boxes at the left. 

At the left side of your window hang 
a bare lamp fixture which should be 
lighted to show the glare which bare 
lamps give. At the right, hang a 
fixture equipped with glass shades. 
This should also be lighted. 


Kitchen 


Mount a wall bracket with a dense 
white shade over the sink at the proper 
height. 

On the left side of your window, hang 
from the ceiling an old style gas and 
electric fixture as shown. Use a lighted 
and unshaded gas-filled lamp in this 
fixture. On the right side of your win- 
dow, mount a total enclosing kitchen 
lighting unit close to the ceiling. This 
should also be lighted. 

Put a box at each side of your win- 
dow toward the front. A small box can 
be placed between these two boxes. 
Cover all of these boxes and the floor 
between them, with velvet or crepe 
paper. On the left hand box place a 
lighted bare lamp. Put a lighted, total 
enclosing kitchen unit on the right hand 
box. Different types of good units may 
be grouped at the base of this box. 


Bed Room 


For this display you should visit 
your neighboring furniture store and 
borrow a dressing table with its chair 
or bench, two small tables and a bed- 
room chair. Place the furniture in the 
window as suggested in the photo- 
graph. The dressing table and chair 
and a small table should go on the 
right hand side, and the other table 
and the bedroom chair should be on the 
left hand side. In front of this furni- 
ture place a number of boxes and drape 
them with velvet or crepe paper as 
shown. 

Over the table at the left of your 
window hang a bare or poorly shaded 
lamp similar to the one shown in the 
picture. Mount a wall bracket to the 
back of your window on this same 
side and have a bare or poorly shaded 
lamp in it. On the table have a candle 
stick type table lamp with a bare lamp 
in it. 

On the dressing table, in the right 
hand side of your window, fasten can- 
delabra fixtures and have them well 
shaded. Hang a good type of well 
shaded bedroom fixture above the 
dressing table and have the card fas- 
tened to the back wall under this fix- 
ture. 


Skeleton of Trim 


It is very simple to make the skele- 
ton of the window trim shown below. 
The big platform in the bag can be 
made as shown or it may be made by 
laying boards across boxes. Then build 
up the small platforms on top of it by 
using boxes or cartons so they will 
appear as sort of a series of steps. 

Nail two boards to the back of the 
platfurm as shown. With the smaller 
platform in the front of your window 
and a box or pedestal at each side 
you have the skeleton for a very at- 
tractive display. 





Use a composition wall board 
to make the section imitating a 
kitchen wall, shown in the back 
of the window. This should be 
painted as realistically as pos- 
sible. 

From a neighboring plumber 
you can doubtless borrow a 
kitchen sink to fasten to your 
imitation kitchen wall. 
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Four Windows That Show the Good and Bad in Lighting Practice 


Contractor-dealers, 
fixture men, jobbers, 
central stations and 
manufacturers have 
‘all been active the 
past few months get- 
ting the biggest move- 
ment in the industry’s 
history — the Better 
Home Lighting Con- 
test—off to a flying 
start. Within a few 
weeks the national 
advertising will be 
launched, and _ ulti- 
mately every family 
in the country will 
begin to take stock of 

; SHADES its lighting equip- 
prin sboresre A Hea ment. During this 
Inexpensive * ae . 
6asily Cleaned | a educational phase of 
wove & / the essay contest— 
tas augue / that is, the period 
fers cy abe a eh when the local con- 
test is going on— 
dealers can use their 
show windows to 
amplify the points of 


Rei 
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Headquarters for “Lighting Education” 


Reinforce the Story Told in the Primer of the Better Lighting Contest 


eye strain, glare, | 
shadows, etc., covered 

in the lighting Primer. 
Obviously the tie-up 
will call for discretion 
on the part of exhib- 
itor, as such displays 
should be entirely of 
an instructive nature. 

In order to assist the 
dealer in putting on 
neutral windows, the 
Illuminating Glass- 
ware Guild recently 
set up a series of dis- 
plays at the Nela 
School of Lighting, 
four of which are-re- 
produced on these 
pages. They typify ccummitiedaiiaia SAVE YOUR EYES! 
“s00d” and “bad” : » ’ Shacting ail Lampe,” | 
illumination in the parol oa fans sae aes 
living room, dining RaeaEaSe: iene ie << 
room, bed room and — 
kitchen, respectively. 
Helpful instructions 
in trimming are given 
on page 4571. 
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Interior decorators are now dressiig In glass lamps the style trend is away 
each room in one tone, and they ure from the elaborate ; 
relying for their splashes of color on toward more conventionalized designs. 
lamps. Parchment shades are again This base of metal finished in archaic 
back in style and are “breaking about gold is “strapped” by a larger shade. 
even” with silk shades for the better The 18-in. shade is of rich gold show- 
and middle class lamps. 


ing a crackle under the surface. 


and 


landscape 





“The Women Are Lamp-Mad!” 


Interior Decorating Trend Toward Numerous Table Lamps in Colors 
Is Bringing Women Out Shopping for New Lighting Fitments— 
Furniture and Department Stores Getting 90 per Cent of Business 


ORTABLE lamps. Who sells 
Piven: The answer is “Every- 
body.” 

How much of this business does 
the electrical trade handle? 

In a check recently made at the 
American Furniture Mart, Chicago, 
where sixty-two portable lamp manu- 
facturers maintain permanent ex- 
hibits, it developed that their distri- 
bution of portables ran: 


Through department stores... ..50-75% 
Furniture stores.............. 25-50% 
Electrical trade........... around 10% 


The next question is—Why do not 
central stations and electrical dealers 
sell more portable lamps? And the 
answer is “style trends.” No mer- 
chant who walked through the seven- 
teen floors of that Furniture Mart, 
the largest building in the world de- 
voted entirely to the marketing of 
furniture and allied lines, could be 
but impressed with the part that 
style plays in the selling of things 
for the home. 

Take the question of furniture— 
the trend followed today by the best 
interior decorators is to use many 
small tables. This means that the 
table lamp has come back into use. 
As a matter of fact, the average 
electrical man does not know the 


table lamp even went out of style. 
But for the past three years the 
volume of business has been with 
floor lamps as opposed to table port- 
ables. 

Now with the interior-decorating 
scheme again calling for the use of 
many small tables, the market for 
table lamps is again opened up, be- 
cause on most of these tables the 
idea is to place a colorful lamp. 
And that brings up another point. 
In terms of color, interior decora- 
tors are now dressing each room in 
one tone—gray or blue or pink or 
whatever it may be, and they are 
relying for their splashes of color 
in lamps. 


Junior Lamp Is of Same Size 
as Standard Lamp 


On the question of floor lamps 
(and we include here both the junior 
lamp and the bridge lamp when we 
say floor lamps), we bring up an 
interesting point. The “junior” 
lamp as described by the portable- 
lamp people is what electrical men 
call a standard floor lamp. The rea- 
son they call it a junior lamp is that 
when electric portables first came 
into use, the floor lamp was one foot 
to 18 inches higher than the present 
floor lamp, so that when they re- 


duced the size, they called the new 
ones “juniors.” So when you talk 
to the portable lamp manufacturer 
and he talks of junior floor lamps 
and you expect to see some with 
shorter stands, you will not find 
them. 

In floor lamps, the trend is very 
definitely towards metal stands and 
arms as opposed to wood.. As one 
man expressed it, “Any fly-by-night 
firm can turn out a wooden stand.” 
And because so many of them will, 
the swing has naturally come back to 
metal for quality merchandise. On 
this point they are plating the lamp 
stands rather than putting on metal 
leaf finish. They are plating with 
gold and silver and with gun metal. 
In addition, the metal stands are 
thinner and more delicate. The 
weights of the lamps have been 
materially reduced and ornate deco- 
rations almost entirely eliminated. 
The lamps themselves, particularly 
when silk shades are used, run to 
plain tones to blend with the single- 
tone room decoration motif. 

This, however, is not true with 
parchment shades, for parchment 
shades are again back in style. A 
year or so ago the parchment shade 
was in disrepute. It was being put 
out almost exclusively as a line of 
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plunder, but today it is coming back, 
hand - painted. Good parchment 
shades are “breaking about even” 
with silk shades for the better and 
middle-class lamps. This brings us 
back again to the question of color 
tone in the room decoration, with the 
hand-painted parchment shade giv- 
ing the splash of color for the room. 
This effect cannot be so easily gotten 
with silk shades. With silk shades, 
however, they are eliminating 
fringes. The design is usually a 
plain, round design. There is about 
a 20 per cent differential between the 
cost of a good parchment shade and 
a good silk shade. 


Furniture Stores Mark Up 
Portables 100% 


Regarding distribution, it is inter- 
esting to find that the furniture 
stores make it a practice of marking 
up portables 100 per cent. The prac- 
tice in department stores is to mark 
them up about 75 per cent and 
thereby get a quicker turn. It is 
owing to this fact that the depart- 
ment stores are doing 50 to 75 per 
cent of the total volume, as opposed 
to the furniture stores running 25 
to 50 per cent. 

As one man expressed it, “Today 
the women are lamp-mad!” They 
are today shopping for effects in 
styles and color and novelty. They 
don’t want to be sold—they want to 
buy, they want to buy the same way 
that they buy their hats and gowns, 
and all the shrewd merchant has to 
do then is to put in a wide assort- 
ment of both table and floor lamps to 





In this hand-painted glass shade the fine 
color and texture make its effect with little 
decoration. The new Japanese silhouette 
decorates these panels of amber set on the 
nile green of the shade. Base of metal is 
verde antique with dark straps; 22-in. 
overall with 16-in. shade. 





fit the general scheme of present in- 
terior-decoration room colors and 
the women will come to pick and 
choose, and not only come, but en- 
joy coming. 

Right here is the reason the 
electrical trade does not do the port- 
able lamp business it should. In the 
first place, we are not in tune with 
style trends and in the second place, 
we do not buy stock in adequate as- 
sortments and in the third piace, we 
do not know how to properly treat 
women when they come shopping for 
style merchandise. 

As an industry, we are so accus- 
tomed to trying to sell people some- 
thing, we do not know how to act 
when people come to us with a shop- 
ping idea. The “dollar-down-dollar- 
a-month” idea and house-to-house 
salesmen has distorted our point of 
view on doing a _ store business. 





Mentally we are always rushing to 
the public; we are not thinking in 
terms of enticing and entreating the 
public to come to us and see our 
wares. Further, our anxiety to get 
discounts and quantity prices has 
made us buy in quantities, at low 
prices, keeping our assortments 
limited. 


New Materials Cut Cost 


As a sample of brand new things, 
one manufacturer has brought what 
he calls “chintzalyn” shades made 
from paper to look like chintz. 
These shades are washable, colorful 
and cheap. A good “chintzalyn” 
shade can be sold at retail from 
$7.50 to $10. To get the same effect 
in chintz they must sell at $20 to 
$30. One clever merchandiser says: 
“Use these in the summer time. Put 
your silk shades away.” In other 
words, use your chintz shades when 
you put summer covers on the fur- 
niture. Save your good shades and 
get a delightful summer effect with 
chintzalyn shades which will match 
the furniture in its summer covers. 

The popularity of the portable 
lamp shows, as mentioned several 
times by men in the furniture busi- 
ness, that “women are lamp-mad!” 
But they want to shop for their 
lamps. It is not the quantity that 
you buy that attracts the public— 
it is the assortment and variety and 
how close you are to the funda- 
mental style changes and_ style 
trends in home decoration. And if 


the market for lamps changes you 
should be the first to know it. 











This 15-in, boudoir lamp with 


A candelabra with metal base 


rose-colored stand on a gold finished in gold and deep blue 
base shows a new idea in a or black enamel. Between the 
silk shade. Crocheted of heavy branched “candles” is a clus- 
silk thread in ecru and rose ter of porcelain flowers. The 
lined with rose habutai silk. shades are of shirred white 
georgette. 

Extreme simplicity marks this 

junior floor lamp in an Eng- The tassel on this’ bridge 
lish style. The shade illustrates lamp is the switch as well as 
the trend away from fringe. a decoration. 
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“Advertising, Vitalizer of Business” 


Some British Views on the Place of Publicity, 
From the Advertising Convention in London 


By E. J. MEHREN 
Vice-President McGraw-Hill Company, Publishers of “Electrical Merchandising” 


HERE met in London this 
summer an international ad- 
vertising convention — the 
largest, in fact, ever held by the 
Associated Advertising Clubs of the 
World. To me as a visitor, the im- 
portance of the meeting lay not so 
much in what was contributed on the 
mechanics of advertising as in the 
view of this new—or relatively new 
—business force taken by British 
business men and statesmen, heirs as 
they are to centuries of business 
tradition. 

I include the British statesman 
as an heir to British business tradi- 
tion advisedly, for British diplomacy 
has ever been affected—some will say 
motived — by trade considerations. 
This was to be expected in a country 
so dependent on foreign trade. 
Moreover, statesmanship at home in 
an industrial country must envisage 
business and its methods, for they 
inevitably and powerfully affect 
social conditions. The views of 
British statesmen regarding adver- 
tising, therefore, are of much im- 
portance. 

My expectation that the meeting 
would be interesting from this point 
of view was not ‘disappointed. 


Accept Advertising as Ally 


Let it be said at once, then, that 
the leaders in British business and 
statemanship do accept advertising 
heartily, as a valuable ally in the dis- 
tribution of goods. It was natural, 
too, that the speakers should often 
speak of advertising in its relation 
to foreign selling, for before the war 
45 per cent of Britain’s industrial 
production was sold abroad. 

The analyses made were quite 
fundamental. The Prince of Wales 
himself in his opening address put 
the fundamental of advertising suc- 
cinctly when he said that its purpose 
is “to provide throughout the world 
a more free exchange of commodities 
at a lower cost of distribution.” 

Note here, in passing, the words 
“throughout the world’; just a 
touch, it is true, but the sort of thing 
that recurs again and again in a 
business day in England to denote 


that the Englishman’s habit of 
thought on business and statesman- 
ship is international—quite by con- 
trast to our own, though we have 
made great progress since those 
startling days at the close of July 
and the beginning of August ter 
years ago. 


World’s Producing Power 
Now Greatest Ever 


Winston Churchill brought out the 
function of advertising with remark- 
able force when he inquired into the 
reason for the present stagnation in 
European business. He pointed out 
that Europe’s economic difficulties 
were due to a great decline in the 
“consuming power, a great fall in 
the purchasing power, a great de- 
cline in the demand for goods and 
services of every kind, from man to 
man and nation to nation.” On the 
other hand, he argued, the world’s 
producing power, increased by war 
development and by new discovery 
and invention, is greater than ever 
and is ready to come forward at any 
moment that the purchasing and con- 
suming power revives. 

“Advertising,” he said, “nourishes 
the consuming power. It creates 
wants, it reveals possibilities, it 
spurs exertion, it brings together in 
fertile union what would otherwise 
have never met. 

“Advertising is not all. There 
must be the spirit of enterprise, 
there must be confidence, there 
must be stability, there must be 
good will. 

“But all these conditions might 
exist unrelated, unconnected, unless 
publicity, propaganda, and advertise- 
ment were brought in to unite them 
and fuse them into one effective 
whole, to make them vital and to 
make them active.” 

Surely, if this view be true, a 
proper appraisal of the place of 
advertising in the economic scheme 
must be the possession not only of 
the business man, not only of the 
engineer, on whose genius the indus- 
trial structure rests, but of the 
citizen and_ sociologist concerned 
with social progress. 


But Mr. Churchill saw in it still 
further functions—as a protection 
against profiteering by carrying to 
the consumer a knowledge of the 
value and price of goods; as an en- 
couragement to sound competition; 
as a means of improving, through 
the cheapening of distribution and 
so of the cost of goods, of the “col- 
lective material well-being” of the 
world’s masses. 

Finally, Sir Philip Lloyd-Greame 
brought out the point, though in this 
he had been anticipated by an Amer- 
ican, James D. Mooney, president of 
the General Motors Export Company, 
that advertising was a powerful fac- 
tor in stimulating men to work 
harder in order to produce and gain 
the means for buying goods so 
attractively advertised. Advertising 
stimulates desires, and the satisfac- 
tion of these desires brings forth 
men’s thinking and _ productive 
powers. 

Many other analyses of the func- 
tions of advertising were offered, but 
these will suffice to show that Brit- 
ish students of the subjects have 
fathomed its purpose. Whether they 
have, so successfully as we, used 
advertising, is open to debate. The 
British freely say that our practice 
is ahead of theirs. But even if that 
is so, advertising has come into its 
own in Great Britain, and where 
leaders, such as those quoted—and 
none of them are publishers—are 
relating advertising to its place in 
the economic and social system, its 
growth must be steady and sound if 
not unusually rapid. 


British View Advertising 
Fundamentally 

On the other hand, if we are ahead 
of the British in advertising prac- 
tice, all too many of our leaders in 
business, in industry, and in the pro- 
fessions have not viewed it funda- 
mentally as have our British friends. 
Too many of us deprecate it, its 
functions and results. 

The British are right. It is a 
tremendous force in our economic 
scheme. Its full potentialities have 
not been realized. Unfortunately, it 
has been misused. It has suffered, 
too, from the superficiality of adver- 
tising men. But the faults of its 
advocates and its use, should not 
obscure its fundamental values. 

First comes production—but pro- 
duction is of no value unless there 
be economical distribution, and in 
economical distribution advertising 
has an important part. 


























September, 1924 


ELECTRICAL MERCHANDISING 





4581 





Co-ordinating Sales Factors for an 
Effective Heater Campaign 


Southern California Edison Company Makes Use 
of Well-Defined and Organized Plan of Attack 


gather together all their 
forces and attack, deciding on the 
next course of action only when 
necessity forces it upon them. The 
general of an army, on the other 
hand has the entire course of events 
mapped out ahead of time pretty 
much as they will happen. He 
knows what the result of his first ac- 
tion will be and what he will do after 
that, where his reserves will be 
needed and when it would be advis- 
able to bring in his supporting guns. 

A sales campaign is in some sense 
a battle, not the least so in that, if it 
is to be successful, it must have a 
well thought out plan which covers 
all eventualities. The personnel must 
be used to the best advantage, the 
broadsides of advertising must be 
fired at just the right time to pro- 
duce the most telling effect in clear- 
ing the field, followed by a general 
volley of direct by mail appeals and 
driven home by the sharp shooting 
of the salesmen who follows up the 
prospects. 

Just such a completely organized 
campaign has recently been put on 
by the Southern California Edison 
Company in the sale of electric 
ranges and water heaters. There 
were perhaps no unusual methods 
used above those ordinarily employed 


GROUP of small boys fighting 
A: neighborhood battle will 


in such a drive, but their extreme. 


effectiveness in this case was due to 
their co-ordination. 


Co-ordinating the Campaign 


Co-operation was first secured 
from all concerned, from the main 
merchandising department of the 
company which planned the details 
of the sale, to the publicity depart- 
ment which prepared the advertising 
and the district offices which selected 
the mailing list and sent out the first 
letters. Manufacturers’ representa- 
tives aided in furnishing demonstra- 
tions and in the sales efforts of their 
local representatives. 

The campaign was divided into 
the following general sections: Letter 
advertising, newspaper advertising, 
general publicity, demonstrations at 
district offices, sales effort by com- 
pany and factory representatives. 


Newspaper publicity formed the 
first step in the plan. Three adver- 
tisements appeared in the daily 
papers in the newspapers during the 
week preceding the demonstration 
which was held at the company’s 
local office, the amount of space taken 
depending upon the size of the city 
and the circulation of the newspaper. 

This was not over the company’s 
entire territory at one time, but suc- 
cessively in selected districts at inter- 
vals of from one to two weeks, so 
that it was possible for the same 
group of demonstrators and special 
salesmen to cover the entire field. 
Not only did this save in the number 
required, but it gave an ever increas- 
ing value to the services of those who 
carried on the work, as they carried 
the lessons learned from the experi- 
ence in one district to the next and 
were thus able to add many improve- 
ments to the plan as time went on. 

A day or so following the appear- 
ance of the first advertisement in 
the district, the first letters went out. 
These were selected names from the 
files of the district manager and con- 
sisted of housewives who from the 
records appeared as available and 


desirable prospects for the purposes 
of the campaign. Inasmuch as it 
was desired to arouse the prospect’s 
full interest at the first approach, 
this letter was made to appeal 
strongly to the housewife by inviting 
her to witness the practical demon- 
stration of electric ranges at the 
company’s local office. The mention 
of the especial presence of a factory 
representative who could give official 
information was tied in with the 
arguments of general appeal as to 
the convenience of electric cooking. 


Salesmen Followed Demonstrations 


On the appointed day salesmen 
were on hand at each demonstration 
to explain operation of equipment 
and rates, and to secure the names 
and addresses of those whose interest 
indicated that they should be visited 
personally. 

Circulars were prepared for use 
in letters sent out and to pass out 
during demonstrations. In so far as 
possible these were written so that 
they answered the questions most 
frequently asked. There are still 
many who have an idea that electric 
cooking convenience is beyond their 
purse, others that the electric range 
is slow, still others that the food must 
taste different or not so well cooked. 
The titles of the booklets: “Electric 
Cooking is NOT Expensive,” ‘“Elec- 
tric Cooking Saves Time and Labor” 
and “Electric Cooking Means Better 
Cooking” indicate that these points 
were covered. 














Home comforts and home cooking needn't 
be dispensed with even if one’s habitat con- 
sists of only one or two rooms. A glance 
at the above illustration will prove that a 
space of 24 in. x 18 in. will house an entire 
kitchen, including the stove—an_ electric 
one, of course—the china, silverware, table 
linen, the food and the pans in which it is 


A Step-Saving and Space-Saving Kitchen 





i 72 e 





to be prepared, an electric light to provide 
proper illumination, and last, but not least 
essential, a combination ironing-board and 
table. <A picture of the “Servette,” as it is 
called, as a decorative and useful article of 
furniture will be found on page 4602, in the 
New Merchandise section. When folded 


and closed up, it takes very little room. 
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Retail Hardware Costs and Profits 


Summary of Figures from 1,248 Stores in 43 States Shows Average 
Profit of 1.49 per Cent on Retail Sales—Average Expense 23.76 per Cent 


Compiled by National Retail Hardware Association, Indianapolis, Ind. 


that, out of the 1,248 stores report- 

ing, 527, or 42 per cent, showed a 
loss. The only sub-divisions in which 
every member reporting made a profit 
were: Pennsylvania and Atlantic sea- 
board; Michigan; Virginia and West 
Virginia. 

The states in which the number of 
stores showing a loss exceeded those 
showing a gain were: North Dakota, 
Nebraska, Minnesota, Iowa, Wisconsin, 
and the section comprising Mississippi, 
Louisiana, and Arkansas. As _ these 
states are in two well-defined groups, it 
would appear that the cause was sec- 
tional rather than general. These 
states are almost wholly agricultural. 
Was this wide-spread loss due to man- 
agement or to economic conditions 
which could not be overcome? 

As credit sales were not a part of 
the 1922 survey, a comparison cannot 
be made. The average for the United 
States is about 46 per cent cash and 
54 per cent credit sales. This average 
does not hold in all sections but is 
fairly well maintained. 

An excess of credit sales is very gen- 
erally reflected in increased interest on 
money borrowed to conduct the busi- 
ness. This is an expense item that may 
well be given attention. 

An outstanding figure in the accom- 
panying profit-and-loss statement is the 
low margin on which hardware stores 
are operating. 

Out of every $100 sales, $74.75 must 
be used to pay for the goods and for 
freight charges. This leaves but $25.25 
out of which operating expense must 
be paid and profit derived. This makes 
two things imperative. Goods must be 
bought at a lower price, or operating 


| ee the United States, it was found 


expenses reduced. An alternative—to 
be avoided—is an increase in selling 
prices. Another solution, however, is 
to increase sales on the better margin 
lines. 

A reduction from last year in the 
cost of goods sold, indicates closer at- 
tention to buying. This demonstrates 
the direct dollars and cents values re- 
sulting from careful buying and a con- 
stant watching of prices. 


Hardware Dealers Cutting 
Expenses 


Next to margin, expense is a factor 
to be closely watched. When computed 
on the same basis, disregarding interest 
on investment, the figures for 1922 
and 1923 show that the expense ratio 
was reduced 0.53 per cent, or about 
one-half of one per cent. In dollars 
and cents based on average sales of 
$62,000 — approximately the United 
States average reduction in expense 
would be $310. 

Increased sales per salesman is a 
very definite way to reduce the expense 
ratio. 

The elimination of unprofitable sales- 
men or reduction of their salary is 
another effective method. Why should 
a salesman who does not produce ex- 
pect to be retained? As salaries are 
usually about half of the total expense 
account, this is a good place to start 
reducing, either by increased sales, 
wage cuts, or by elimination. The time 
to begin this campaign is Now. 

Not much encouragement is found in 
working a whole year, selling $60,000 
worth of merchandise, and having 
only $920 to show for it, and even that 
tied up in increased inventory which a 
very small price reduction will wipe out. 








Business Averages of 1,248 Hardware Stores 


Profit and Loss Statement 


Total sales, 
less goods re- 
turned. 





Delia hewe 61,807.94 
anmontery at be- , si 
ginning of year $18,711.14 
Goods bought— 
plus, freight, 
express and 
cartage...... 47,841.20 
a Laan 66,552. 34 
Less inventory 
endofyear.... 20,350.80 
Cost of goods 
| 46,201.54 74.75% 
Margin er Te 15,606.40 25.25% 
Expense....... 14,685.57 23.76% 
Profit....... $920.83 1.49% 


Average Margin 25.25 Per Cent 


Composite Financial Statement 





Assets 
ee eee er $2,616,230 5.70% 
Notes receivable.......... ,582,293 7.80% 
Accounts receivable....... 10,303,128 22.45% 
Merchandiseinventory.... 25,397,798 55.31% 
Furniture and fixtures... . 2,319,426 5.05% 
Delivery equipment....... 597,286 1.30% 
Miscellaneous assets...... 1,096,257 2.39% 

| | Raa Aegean ene $45,912,418 100% 
Liabilities 

Notes payable............. $5,932,179 12.93% 

Accounts payable.......... 4,333,203 9.43% 

Miscellaneous liabilities. .. 495,033 1.08% 

INGE WOCUI «ois 5i00 sod sec wave 35,152,003 76.56% 

TONG 5 aes es $45,912,418 100% 


Note—-This statement does not include real 
estate. If the net worth of real estate owned 
were added above, the total net worth would be 
over $59,000,000. 





The road to better profits is in buy- 
ing at a better price, reduction of over- 
head, increased sales on better margin 
lines, and keeping inventory down te 
the lowest possible point consistent 
with having goods when needed. 

Unless the increase is necessary to 
meet trade demands, every effort should 
be made to avoid tying up earned 
profits in increased inventory of mer- 
chandise, or in notes and accounts re- 
ceivable. Profits should be represented 
by cash in bank. 

With few exceptions, there was a 
slight increase in stockturn in 1923 
over 1922. A factor in preventing a 
still faster stockturn was _ increased 
inventories. Stockturn was found to go 
up as sales increase. The two groups 
with sales under $40,000 had turns of 
less than two times. 

Salaries for 1923 show a slight in- 
crease over 1922. Owners’ salaries 
increased a little more than 10 per cent 
—clerks’ about 7 per cent. 


Do Hardware Men Make 
Good Collectors? 


In studying schedules received, it 
was found that some sort of a measur- 
ing stick was needed to gauge the rela- 
tive amounts owing merchants on notes 
and accounts receivable. It would not 
be fair to figure receivables on a basis 
of total sales. For instance, suppose 
each of two hardware men had $5,000 
on notes and accounts receivable, but 
that the sales of one were 75 per cent 
credit and the other 25 per cent credit. 
It would be obviously unfair to say 
that the merchant whose sales were 
only 25 per cent credit was as good a 
collector as the one whose sales were 
75 per cent credit. 

To compare the collection practices 
of merchants, the total credit business 
for the year was divided by 312, the 
actual business days in a year. This 
gives the credit business for each day. 

The total of notes and accounts re- 
ceivable was then divided by the credit 
business for each day. The resulting 
figure was the average days’ credit 
allowed customers. Example: 

Notes and accounts receivable. .$4,500 
Credit sales for 1923.......... 31,200 

The credit sales for each business 

day would be: 
$31,300 divided by 312, or $100 

The days credit allowed customers 
would be: 

$4,500 divided by 100, or 45 days 

A study of individual groups shows 
great variation in days credit allowed 
customers. In some groups where very 
few returns were received, great varla- 
tions are shown. Taken by states, the 
range is from 73 in New England to 
376 in North Dakota. 














GroupI: Stores with sales of $25,000 and less; Group II: 
Stores with sales of $40,001 to $60,000; Group IV: Stores with sales of $60,001 to $100,000; and Group V: Stores 
with sales of $100,001 to $400,000. 


Business Experience and Expense Percentages of Selected Twenty-Five Successful 
Individual Hardware Stores, Representative of All Conditions 


Stores with sales of $25,001 to $40,000; Group III: 
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Group V 5. 062 4.66 0.63 0.10 0.16 0.07 0.21 0.15 0.09 0.07 0.01 0.74 0.02 0.27 0.09 0.58 0.10 0.07 0.26 8.90 3.31 12.21 
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believes that: 


HE electrical business, in order to secure successful men, 
must offer prosperity in generous measure by paying 
salaries and offering participation in profits sufficient to attract 


men of brains and ability, in open competition with other lines 
of business. 


— 
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Planting in the Ploughed Ground 


ARIOUS lighting campaigns and much publicity 

throughout the country have carried the idea of 
better illumination to a large proportion of the popula- 
tion. There still remains a large group of the smaller 
plant owners who are ignorant of the benefits to be 
attained through good lighting, but most of the larger 
manufacturers have been sold the idea. The fact that 
a large number of them have not been sold the actual 
installation, however, was brought out by a recent 
survey of industrial plants undertaken in California. 
This showed that approximately 80 per cent of the 
owners of good sized plants were thoroughly conversant 
with the advantages of adequate illumination but that, 
on the other hand, fully 55 to 60 per cent of the plants 
are still in need of more light. The proportion un- 
doubtedly holds in other sections of the country. Here 
is good ploughed ground waiting for the seed. 





What Is Saturation? 


WO years ago the Nashville, (Tenn.,) Railway & 

Light Company, made an appliance census which 
disclosed the fact that all but sixteen per cent of their 
residence consumers owned electric irons. It seemed 
reasonable to believe that this near saturation would 
cut down sales on this appliance. But instead of the 
expected decline iron sales have continued to increase. 
In eighteen months to January 1, 1924, iron sales of 
this company represent the equivalent of twenty per 
cent of their total residence consumers and to top this, 
January of this year shows the biggest single month’s 
sale of irons in the history of the company. 


There can be no saturation point in electrical appli- 
ance sales. 





Civic Responsibilities 
of the Local Electric Club 


erence CLUBS have sprung up in all sections of 
the country. Most of them started as luncheon 
organizations with no other purpose than that of in- 
creasing the good feeling between branches of the 
electrical industry. Somewhat unfortunately, most of 
them have remained where they started. What they 
do is good—but they do not do all that they might, as 
is well illustrated by the few electrical organizations 


who have gone beyond this social function and are 
accepting a responsibility for the electrical welfare of 
their respective communities. 

The Electric Club of San Diego, Calif., has consti- 
tuted itself the watchdog of affairs electrical in its city. 
Its members are representative of every electrical in- 
terest in the community—they are, indeed, the very 
experts who would be called upon to give advice upon 
electrical subjects were such required for the benefit 
of the city. With this responsibility in mind, they 
have chosen for their slogan “For the Good of the 
Community Electrically” and they have divided their 
membership into committees covering every subject of 
electrical bearing from a civic standpoint. These 
include such committees as those on Better Street 
Lighting, Public Education, Better Electric Wiring, 
Better Farm Equipment, Better Street Car Co-opera- 
tion, Better Power-Company Co-operation—and so on. 

The scope of the work outlined suggests a rather 
new aspect for Electric Clubs—and one which will place 
them beyond the purely local service to their own indus- 
try and give them a standing in the civic life of the 
community—an item, incidentally, which will reflect 
back in profit to the industry in every line. 





Why Not Exhibit an «Old 
Home Electrified?” 


N CHECKING over the cards filled out at one Home 

Electric exhibit this year, it was disclosed that all but 
six per cent of the visitors themselves lived in wired 
houses. The public to which this exhibit appealed was 
the electrical public. The results which the Home 
Electric always produces were, in this case, a greater 
education electrically to the already partially educated. 

But why not educate the unwired home owner? 

The contractor knows how hard it is to sell a full 
wiring installation with the proper number of con- 
venience outlets to this unwired home owner. Often, 
the job is obtained only by cutting down the number 
of outlets to a minimum, which leaves no suitable 
provision for the future use of appliances and portables. 

We suggest that a typical old house, modernized by 
as complete a wiring and appliance installation as 
distinguishes the Home Electric, and exhibited to the 
public as a Home Electrified, would bring out a high 
proportion of prospects who live in unwired homes. 
The list of prizes to visitors might even be headed by 
one or more free wiring installations. - 

With the example of the “Electrified Home” before 
such visitors it would be easier later to sell them better 
fixtures and a wiring job more complete with wall 
switches and convenience outlets. 
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Ideas for the Man Who Sells 


We have built our business from 
“Electrical Merchandising.” 
scribed for the paper the first month we 
were in business and have enjoyed a 
growth of 100 per cent each six months. 

We owe considerable of this growth to 
ideas we have gotten out of “E. M.” 
J. H. Dunlap, 


Saving the Housewives’ Time 


Here is how one electrical retailer 
demonstrated by a window display 
that a housewife, by the use of elec- 
trical equipment, can save from two 
hours to 15 hours or more weekly on 
her working time. 

The display may not have been 
particularly different from that of 
many other stores that have shown 
the same or similar electrical goods, 
but the selling value of the display 
was in the way it put over the idea 
of time saving, by giving the actual 
figures possible with each device. 

There were displayed an electrical 
washing machine, electrical dish- 
washer, vacuum cleaner and toaster. 
This dealer used a large card made 
from a full sheet of white bristol 
board, lettered about as follows: 





We Give You One Holiday 
a Week 


Here’s how you can save enough 
hours time and work in a week 
to make a full working day, or 
two, if you are an 8-hour-a-day 
housekeeper. 

Fastwork washing machine 

saves, weekly........... 2 hrs. 
Automatic dishwasher 

saves 20 minutes 3 times 

daily or weekly........ 7 hrs. 
Vacuum cleaner keeps the 

house clean and saves a 

cleaning day weekly of.. 8 hrs. 
Electric toaster saves 

weekly at least......... Lhr. 





Total weekly saving...... 18 hrs. 


Allow 2 hours off for good 
measure 
Electrical equipment saves you 
16 hours weekly 











Another dealer might make a dif- 
ferent set of figures based on differ- 
ent experience but the idea can be 
carried out on a basis of any reason- 
ably accurate set of figures. It 
would be worth while to get up a 


We _ sub- 


when he died. 


Warrensberg, Mo. 


form letter carrying the same infor- 
mation and figures to show how 
much time can be saved in a year. 





Sell a Set to the Poorhouse 


A radio set has been installed in 
the county poorhouse of Warren 


County, N. Y., and the superintend- 


ent, Smith H. Wood, conducts 
church services, via radio, every 
Sunday. In the morning the women 
only attend and some of them have 
to be brought into the assembly 
room in wheel chairs. 





Securing Appliance Informa- 
tion from the Housewife 


A complete list of appliances in 
use in the .various households of 
the community offers a most effec- 
tive basis for later sales of electrical 


I am very sorry to inform you that 
my dear son H—— has passed away. He 
thought a lot of your splendid paper and, 
as an electrical contractor, was much in- 
terested in every copy. In fact, he had 
the current issue with him in the hospital 


Mrs. H. , 


Vancouver, B. C. 


equipment. For this reason, several 
power companies on the Pacific 
Coast have set out to survey the 
homes of their customers with a 
view to securing this information. 
The housewife does not always re- 
spond readily to such questioning, 
however. When the investigation is 
made by the merchandising group 
in the community, she suspects at 
once that she will later be ap- 
proached to purchase such equipment 
as she does not already have—and 
she does not wish to lay herself open 
to such solicitation. The power com- 
pany on the other hand, she reasons, 
may raise her rate if they know 
exactly what she has—and in conse- 
quence she either refuses the infor- 
mation in the first place, or fails to 
report some of the appliances. 

The Home Gas and Electric Com- 
pany of Greeley, Colo., has recently 





Get Ready for the Chilly Days of Fall 














The cool days of fall before the furnace 
is banked with coal is a good time to ar- 
range a radiant heater window. A display, 
such as the one above, exhibiting heaters 
against a drape background, has unity of 
appeal and is a good drawing card for 
sales. “No Coal?—You Should Worry,” 


the sign reads, and the passer-by breathes 
a sigh of relief as his mind is relieved from 
coal worries. ‘The price mark standing 
out prominently answers the disturbing 
question, “But how much does it cost?’, 
and dispels the prospect’s fear of coming 
into the store. 
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set out to make such a survey, how- 
ever, and they have found to date 
that the information is not impos- 
sible to secure if the householder is 
approached in the right way. It 
must be -made perfectly clear, in the 
first place, that the housewife has 
nothing to lose by giving out such 
information, but rather, that it is 
being asked for in her own interest. 
The Greeley survey is called a meter 
test and inspection and is being con- 
ducted by one of the trained meter 
readers of the company who makes a 
house-to-house canvass. He does in 
fact test the meter and ascertains 
in addition if there is any source of 
complaint on the part of the house- 
wife. The number of rooms in the 
house, the wattage in lamps in use 
and the number of appliances is 
merely incidental information which 
completes his report. The personal 
appeal of a house-to-house survey 
and the feeling engendered that the 
man has been sent to render her a 
service places the housewife in a 
conciliatory frame of mind and ren- 
ders her more likely to grant the 
information. 





Tying-In with the Local 
Carnival 
The merchant who fails to sup- 
port the plans of his community for 


a local festival has missed an unusual 
opportunity for good-will building, 


Appliance Survey Made by 
Meter-Reader 





METER TEST AND INSPECTION 
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The housewife is usually glad to have her 
meter tested. To overcome her hesitation 
in giving information as to her appliance 
equipment, the appliance survey in Greeley 
was combined with a meter test. 





as well as an element of news in his 
advertising and window displays 
which would have marked his estab- 
lishment as both enterprising and 
up-to-date. The public has fashions 
in its interests as well as in its 
clothes—and when the thought of 
everyone in the community is center- 
ing about some carnival event, it is a 
wise thing for the merchant to ally 
himself prominently with what is go- 
ing on; it will be to his advantage. 





Timely} Windows for Community Festival 








A variety of treatment of the tulip theme window decoration. Windows of the Modern 
as a background to different types of appli- Electric Company during the recent Tulip 
ances which illustrates the subtle good taste Festival at Bellingham, Wash., showing 
which is an essential factor in successful how dealers can tie up with local events. 


The Modern Electric Company of 
Bellingham, Wash., furnished an ex- 
ample of how effectively this may 
be done in their display featuring 
the annual tulip festival of that city. 
A particularly successful variety of 
treatment was secured in the two 
windows of the store, in one of which 
a washing machine was displayed 
standing on the turf, with a little 
stream wending its way about among 
the grass roots. Here the tulips ap- 
peared as though growing naturally 
in the soil, some even growing up 
through the under parts of the ma- 
chine. A bit of turf and tulips on 
the clothes rack of the machine called 
attention to this figure. The other 
window utilized the tulips as a cut 
flower and with velvet and table ap- 
pliances a dainty and charming effect 
was produced especially appropriate 
to the shining nickel ware. 

Good taste was indicated by the 
happy selection of the outdoors as a 
setting for the rougher utilitarian 
appliance and the cut glass and 
flower design as an accompaniment 
to the smaller equipment. A window 
box of tulips across each window in 
the background helped to tie the dis- 
plays together. 

A banner over the door emphasized 
the connection of the windows with 
the Tulip Festival. 





Fan Helps Burning of 
Pea Coal 


Fuel experts for several years past 
have been preaching the use of 
smaller sizes of anthracite coal, such 
as pea and buckwheat, for house- 
hold use. They state that these 
sizes of coal have nearly the same 
amount of heat-producing units per 
ton as the larger sizes and point out 
that they are materially lower in 
price. Some people find that the 
smaller coal burns admirably in their 
furnaces except on occasional heavy, 
damp days. Then, a furnace stoked 
with small sized coal simply will not 
burn brightly enough to produce the 
desired heat. 

On such days an electric fan will 
come to the rescue. Open the ash- 
pit door, set the electric fan directly 
in front of it. Then connect it to 
one of the convenience outlets in 
the cellar and turn on the fan. With 
the added draft provided by the fan, 
the small-sized coal will burn just 
as if the weather conditions were 
properly suited to the use of pea 
and buckwheat coal. 
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Lighting Equipment Sales Methods 


“Electrical Merchandising” is the 
best magazine the electrical industry ever 
R. P. McConahay, 


saw. 


A Convenient Form for 
Securing Store 
Illumination 


A neat, printed form for recording 
information in regard to prospects 
in store window illumination was 
used in a recent window lighting 
campaign in San Francisco. The 
blanks were put into the hands of all 
salesmen soliciting store illumination 
and offered a ready means of secur- 
ing the information in the field—and 
also a standardized record of all 
firms interviewed. 

One side of the form provided 
space to enter such information as 
the serial number, date, name of 
salesman, name and location of store, 
its nature and size. Printed lists of 
possible defects in lighting were 
given under the headings “Interior” 
and “Window,” which need only be 
checked to indicate whether the store 
suffered from insufficient illumina- 
tion or illumination of the wrong 
type, whether bare lamps were ex- 
posed, or fixtures antique in design. 
Space was left for the number of 
fixtures, and the foot candles re- 
corded by a foot candle meter. Other 
headings left space to check whether 
the owner was interested in illumina- 


tion and whether of the window or 


interior, whether the salesman 
should return later and if so, when, 
or whether the party was not in- 
terested, giving the reasons why. 
Space was left at the bottom for 
remarks. 

On the other side a space ruled 
for co-ordinates made it easy to 
sketch a ground floor plan of the 
Store, labelling streets, showing size 
in feet, the location of ceiling outlets 
and side wall brackets, the height of 
ceiling, height of window and the 
location of columns. 

With this information on hand at 
the conclusion of the day, it was 
Possible to estimate exactly what 
sort of a prospect was offered by the 
store in question and to take the 





twice a month. 
Van Wert, O. 


proper steps necessary to follow the 
matter up. In addition to facilitat- 
ing the recording of the data, the 
use of the form also impressed the 
merchant with the authority and 
workmanlike character of the light- 
ing survey. 





Advertising That Is Not Filed 
in the Waste Basket 


An effective way of locating and 
landing the profitable wiring and fix- 
ture business that is placed on the 
basis of quality, is by quality adver- 
tising matter. Creating the right 
impression is more valuable than 
any amount of argument, and so is 
advertising that will create the im- 
pression of a quality service that 
cannot be bought on a price basis. 
An example of exceptionally good 
advertising to sell quality fixtures 
and wiring is a folder recently 
issued by the Blumenthal-Kahn 
Electric Company, Baltimore. It is 
one of a series mailed to all the 


“Electrical Merchandising” could not 
be improved—unless it were published 


The Electric Shop, 
West Palm Beach, Fla. 


architects in their city and to a 
carefully selected list of prospects, 
in addition. 

Printed on heavy cover paper, 
folded double, a short sales message 
is carried on the right leaf. This 
is set with a decorative initial in 
color and is a fine example of type 
work. Facing it, a photograph of 
a fine fixture is tipped on within a 
decorative border. The whole thing 
looks neat and impressive. 

The final selling touch is given by 
printing on the front cover the name 
of the architect or prospect who gets 
the folder. This necessitates setting 
up the entire mailing list in type 
to match the title. But get the effec- 
tiveness of it. Imagine opening a 
heavy expensive envelope and taking 
out a folder with such a title as “An 
Illuminating Idea for John Smith” 
or whatever the name is, printed, 
not stamped or addressographed or 
written on it. Would it not make 
you feel flattered and a bit friendly 
toward the concern taking that 
much trouble? These folders cost 





Accurate Data First Aid in Selling Store Lighting 





NO._____ DATE______._._ SALESMAN. oisTrict 





FiRM - ‘i ee 


STREET. 





KIND OF STORE 


cCLass 1 2 - & 


INTERIOR 





INGUPFICIENT ILLUMINATION 





PARTY INTERESTED IN ILLUMINATION= WINDOW. 
RETURN LATER 
NOT INTERESTEO ——— — 


REASON GIVEN 7 screenees aacaaeiinseniiiaineinratintaiinas — 


REMARKS: a 


MAKE SKETCH OW REVERSE SIDE 











This form, used in a recent store and win- 
dow lighting campaign, provides sufficient 


information, with a sketch of the floor plan, 








STREET (iF any 
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to enable the sales manager to see the situ- 
ation as clearly as the salesman who called 
on the prospect, 
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about sixty cents each to mail, but 
the Blumenthal-Kahn company is 
satisfied that it pays. Certainly it 
creates a good deal of prestige. 





Are You a Source for 
Lighting Advice? 

Questions asked of the merchants 
in one California community in- 
dicated that almost universally they 
were alive to the value of good light- 
ing in their windows and store in- 
teriors, but they were at loss as to 
whom to turn for advice. Do the 
merchants of your community know 
that you are in a position to advise 
them competently on the subject of 
what constitutes good lighting? Are 
you, in fact, sufficiently versed in 
this subject to act in the capacity of 
expert? 

The electrical men in some of the 
districts on the Pacific Coast have 
recognized the need for an estab- 
lished lighting authority in the com- 
munity and have established local 
lighting bureaus, composed of repre- 
sentatives from the various lamp 
companies and from the illumination 
department of the power company. 
One firm in Colorado secured the 
services of a professor of physics 
from the local university, who is ad- 
vertised to give advice on lighting 
problems. But every  contractor- 
dealer is potentially an authority on 


this subject. He understands the 
principles of good wiring and good 
lighting. He knows what is on the 
market and he should be sufficient 
master of his subject to be able to 
pass on his specialized knowledge. 
If there are phases of it with which 
he is not familiar, there is literature 
enough prepared by manufacturers 
of lighting equipment and on the 
market in text book form to give him 
what he needs. It is worth his while 
to become an expert, and then to 
make known to the community his 
availability as a source of illumina- 
tion advice. Many people like to 
secure advice before they buy any- 
thing. : 





“Return Goods” Evil Often 
Due to Poor Lighting 


Merchants in all sections of the 
country are going directly to the 
root of the “return goods” evil which 
is costing them huge sums annually, 
besides the criticism of customers. 

“Returned Goods” work to the dis- 
advantage and loss of the merchant 
in many ways. First there is the 
feeling on the part of the purchaser 
that in some way an attempt has 
been made to hoodwink and deceive 
her as to the quality of the mer- 
chandise. It is safe to say that she 
voices her dissatisfaction and re- 





The “Crystal Room” for Exclusive Clientele 











This is the luxurious Eighteenth Century 
room of Netting’s in Detroit. Although the 
average dealer cannot afford to have uw 
room so elaborate, he can learn much from 
a study of the careful arrangements of 
the electroliers and wall fixtures. it 


should be noted that each fixture is so 
placed that it may be studied individually. 
The furnishings contribute to the comfortable 
atmosphere of a home living room or hotel 
lobby. Actual room furnishings now play 
an important part in impressing customers. 


marks to her friends and neighbors 
until satisfactory adjustment has 
been made. 

Secondly, there is the loss of time 
occasioned by bringing unsatisfac- 
tory goods back to the store for ex- 
change—both on the part of the 
exchange department of the store 
and the customer herself. 

Thirdly, there is a depreciation 
caused when goods are thrown back 
on the store. 

An investigation of the causes for 
returned goods proves that in the 
majority of cases poor lighting is 
directly responsible. 

A recent survey made of the stores 
in Chicago showed that but one store 
out of twenty was reasonably well 
lighted, and that but one in thirty- 
five could be classed as having very 
good illumination—a condition which 
gives a definite and conclusive clue 
to the cause of the heavy return 
goods losses sustained in all sections 
of the country. [Illumination ex- 
perts have estimated that seven out 
of ten stores are poorly lighted! 

It is a fact that many merchants 
are not aware of the low lighting in- 
tensities of their stores because the 
eye, by dint of habit, adapts itself 
to the light of the surrounding en- 
vironment. For this reason the most 
satisfactory method for testing the 
illumination is by means of the foot- 
candle meter—which the store-keeper 
can read as easily as an ordinary 
thermometer.—Society for Electrical 
Development. 





The Turnover Tune 


Said the clock to the dealer, 

To the dealer and his stock. 

“T am ticking off your profits,” 

To the dealer said the clock, 

“Custom, custom every minute! 

Luck is in it—luck is in it! 

Where’s the risk when Trade is brisk! 
Tick-tock! Tick-tock!” 


“You’re a liar, you’re a stealer,” 
Said the dealer to the clock. 
“Ticking up my carrying charges— 
Making mock—making mock! 
Fractions up to dollars mounting 
Til they leave my profits nil; 

Just reversing my accounting! 
Stand still—stand still!” 


Oh the goods we bought so gaily 
And the goods that will not go! 
Adding costs forever daily 

Till we tear our hair with woe! 
Moods and tenses of expenses 
On the poor retailer’s stock— 
And that devilish little revel 
’'Twixt the profits and the clock! 


WILLIAM R. BENET—The Nation’s 
Business. 
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Hints for the Contractor 


Everything in “Electrical Merchan- 
dising” is O. K. It has been getting bet- 
ter and better each month. 

L. A. Bender, 


Merchandising.” 


Mechanicsburg, Pa. 


Wiring Supplies Up 15%, 
Labor 275%, Since 1914 


Charles L. Hidlitz, now chairman 
of the New York Electrical Board of 
Trade, was an electrical contractor 
until January, 1914. In order to 
make comparisons of material cost he 
took one of the last pieces of work 
done by him in January, 1914, 
figured the material items at the 
then cost price and has used these as 
a basis for comparison in what he 
has termed “the Electrical Construc- 
tion index.” At different times he 
has re-priced these items, giving a 
very good idea of the trend and vari- 
ation in fundamental wiring installa- 
tion material costs, as follows: 
.1914—$ 9,070.71 
September ...1920— 16,952.49 
January . .1921— 14,873.91 
MUNG: sere eee 1921— 11,660.49 
January .....1922— 10,404.61 


January .....1928— 11,592.23 
wre 1924— 10,428.19 


Note that this does not include in- 
stallation cost, but an approximate 
estimate develops the fact that the 
installation cost today would be two 
and three-quarter times what it cost 
in 1914. 

So that whereas electrical manu- 
factured material has increased from 
the low of 1914 by only 15 per 
cent, as compared with June, 1924, 
installation labor has increased 275 
per cent. In 1914 a journeyman and 
helper called a team, received $6.70 
per day; in New York today they 
are being paid $17.50 per day. 


January .... 





A Letter-Head That Promises 
“Quality Electrical Work” 


“We Will Not Do an Inferior Job,” 
is the line across the bottom of the 
distinctive letter-head of the McNally 
Company, Pasadena, Cal. The prom- 
ise which this simple statement holds 
for every customer who receives a 
letter from the concern, is further 
Strengthened by a little picture of 
the attractive store of the McNally 


Company, reproduced in the upper 
lefthand corner of the letter-head. 
Dignity and simplicity mark this 
store front, as the picture shows, 
and little potted cedar trees flank 


I do not know of any trade mag- 
azine which is serving its readers in such 
an up-to-date manner as is “Electrical 


Frank Foster, Jr. 
Wilkes-Barre, Pa. 


A Contractor’s Advertising 
Message 


Here is one of the most logical 
advertisements to be used in com- 








the door-way. Altogether, it’s a 
letter-head that marks the character 
of the firm, and is one of the little 
things, as the McNally Company be- 
lieves, that mean big increases in 


petition with price cutting electrical 
contractors—and yet it is simple. 
It was run by Andrew Gaul, Jr., of 
Hackensack, N. J.: 


“Our prices are right. If we charge 
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STANDARD SYMBOLS FOR ELECTRICAL EQUIPMENT OF BUILDINGS 


American Institute of Architects, American 
Institute of Electrical Engineers, and the 
Association of Electragists, International. 


This chart of electrical symbols was ap- 
proved March 6, 1924, as a “tentative Amer- 
ican standard.” It is sponsored by the 
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for lack of customers; if we do not 
charge enough we will go out of busi- 
ness for lack of capital and credit. Our 
steadily growing volume of business 
and our increasing number of customers 
are proof that we do good work at a 
fair price.” 

This was part of a page advertise- 
ment that “sold” the organization 
rather than any particular merchan- 
dise, although the leading lines of 
merchandise were listed. Nearly 
half the page was devoted to a group 
picture of the large force, which was 
captioned: “Ready at your call.” 

As an interesting way of showing 
the tendency to wire old houses, a 
‘ paragraph was run: 

“In addition to our commercial and 
industrial lighting and power instal- 
lations, and repair work, this organ- 
ization wired and installed fixtures 
in 973 old houses in the year 1923. 
This was one-thirty-fifth of all the 
old houses connected with electricity 
by the Public Service Electric Com- 
pany in the State of New Jersey.” 





Wiring of 'Fenant Houses for 
Lights and Appliances 
By GEORGE D. BARR 


The Wooside Cotton Mills Com- 
pany situated in the fertile Pied- 
mont section of upper South Caro- 
iina, on the Southern Railway, at 
Greenville, has in 1923 and early 
1924, constructed approximately 400 
tenant houses. The company has now 
a total of about 1,000 houses located 
at their Greenville, Simpsonville, and 
Libervy plants. 

The Fiske-Carter Construction 
Company of Greenville, has success- 
fully carried on the building work. 
A standard type of house has been 
adopted, which has been found ex- 
cellently suited to local needs. Four 
rvoms, front and back porch, pantry, 
bath and hall are included. These 


houses are roomy, well ventilated and . 


comfortable. Water, sewerage, and 
lighting are installed. 

Of special interest to the readers 
of Electrical Merchandising, is the 
lighting and wiring lay-out, which 
gives a light at all points as needed, 
with a convenience outlet in the 
front living room. Two switches are 
included at the front entrance for 
operating a ceiling light on the front 
porch, and living room light. Push 
button snap socket drops are in- 
stalled at all other outlets except the 
passage hall, at which point is in- 
stalled a chain pull drop. 

The outside construction is three- 


wire, 110/220 volt, carried from 
house to house, using Pierce fork 
bolt insulators, with through bolts, 
and an extra insulator. For the en- 
trance switch, a Columbia metal box, 
No. 1,930, is used, with Federal 
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This layout, typical of 1,000 company houses 
for mill employees at Greenville, S. C., is 
simple and for this type of house unusually 
complete. 





bushings at four knock-outs, and 
loom into the bushings. The in- 
terior wiring is of knob-and-tube 
type. 

Here is the bill of material which 
goes to make up the wiring in one of 
these houses: 


68—3-inch porcelain tubes, 68 Nailit 
knobs, 35 ft. x gz in. loom, 35 ft.—No. 10 
rubber covered wire, 325 ft.—No. 14 rubber 
covered wire, 3 loom switch boxes, 2 box 
strips, 2 box strip holders, 6 pony rosettes, 
2 No. 50,717 receptacles, 2.single-pole fiush 
switches, 1 Edison screw base receptacle, 6 
snap sockets, 1 pull chain socket, 1 entrance 
switch, 4 bushings, 2 fuse plugs, 1 2-gang 
switch plate, 1 receptacle plate, 28-ft. G. & 
Y. lamp cord, 1 fuseless rosette, and miscel- 
laneous, including tape, solder, screws, etc. 


It can be seen then, that for this 


style and size house, the lighting has 
been well taken care of. 





Locating the Air Heater for 
Best Effect 


Satisfaction with installation of 
electric heaters to care for the heat- 
ing problems of homes and apart- 
ment houses will only be achieved 
when the installation has been specifi- 
cally designed to care for the partic- 
ular needs of the space to be heated. 
A scientific study of the capacity 
and type of heater required is of 


course to be assumed, but not less 
important is the location of the 
heater in the room. 

As a rule, the proper position of 
heaters which circulate the air in a 
room will be found to be directly in 
front of the windows, so that the 
current of warm air is directed away 
from the window out into the room 
and not sent against the glass sur- 
face where the heat is more readily 
lost to the outside air. It is not 
always possible to place heaters in 
this position, however, owing to the 
architectural design of the room or 
the placing of furniture and drap- 
eries—and in this case a practice 
which is in use by electric heating 
experts in California will prove use- 
ful. This consists of filling the room 
with smoke and watching the air 
currents as they develop naturally 
with the usual drafts. It will be 
found that placing the heater as 
nearly as possible in a position to 
throw out the heat in the direction 
naturally taken by the air currents 
of the room will prove most satis- 
factory. 





Cutting the Cost of 
“ Servicing ” 


Service cost is largely cost of time 
and the Hayes Company of Detroit 
has worked out a system to cut the 
time of the man who often goes out 
and looks a service job over and has 
to go back a second time to do it. 
When a customer reports trouble, 
the operator has a list of questions 
on a form which she fills out. The 
questions are the boiled down experi- 
ence of the Hayes Company and 
when they are answered a correct 
diagnosis of the trouble is easy. The 
questions are: 

“Does motor run?” “Does cylin- 
der run and reverse?” “Will light 
burn in the socket?” “Does wringer 
run?” “Do cylinder and wringer 
run together?” “Other troubles?” 

The operator also must find out if 
the machine has been out more or 
less than one year. If it is a job 
for which service can be charged, 
the customer must be so informed 
and must be led if possible to agree 
in advance to pay the service man 
when the job is done. This fore- 
stalls arguments and slow collection 
of service charges. 

The plan is a good one to follow— 
it not only saves time and trouble for 
the service man but it avoids argu- 
ments with customers. 
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Store Equipment and Methods 


Your magazine is indispensable for 
We would not be 
without it and look forward to it each 
month for helpful suggestions in the con- 


the electrical trade. 


duct of our business. 


Ralph Eatz & Co., 


On Your Sales Slips, Too? 


On the back of the sales-receipt 
slip handed the purchaser who buys 
anything electrical from the Robert- 
son-Cataract Electric Company, Buf- 
falo, N. Y., appears this greeting: 

Thank You! We hope that the 
articles you have purchased will 
prove to be absolutely satisfactory. 
They are backed by our reputation 
for handling only the best of things 
electrical—goods honestly made and 
honestly priced, carefully selected by 
us to deliver maximum service. 

Throughout nearly a quarter cen- 
tury of hearty endeavor, we have 
striven to serve the public and the 
electrical industry to the best of our 
ability. 

Whatever your electrical prob- 
lem, rest assured that we are staffed 
and equipped to offer a prompt 
solution. 





Applying the Home Electric 
Idea to an Interior 


Wall Display 


Exhibiting lighting fixtures and 
appliances in their proper atmos- 
phere is as essential to sales as is 
demonstrating. Hiles & McKean, 
electrical dealers, Canonsburg, Pa., 
have constructed in their store four 
adjoining wall booths, representing 
four rooms of a home; namely, 
kitchen, bedroom, dining room and 
living room. 

Fixtures and appliances appro- 
priate for these rooms are displayed 
in their respective booths. The fix- 
tures are displayed on walls and 
ceilings properly papered and tinted, 
and the appliances on shelves 36 in. 
high, which brings them close to 
eye-level. 

In the bedroom, there are dis- 
Played boudoir lamps, heating pads, 
curling iron and violet-ray machine; 


We believe that the twelve copies 
of each year’s 
Merchandising” should be in the hands 
of every dealer interested in the devel- 


issues of “Electrical 


opment of the electric industry. 


Plainfield, N. J. 


and in the dining room, percolator, 
grill, and toaster. These devices are 
given an environment of home sur- 
roundings by such additions as oil- 
cloth covering for the_ kitchen, 
doilies in the bedroom, and lace 
centerpiece in the dining room. 





Wall-board Squares, Painted 
Black, Show Off Appliances 


Have you a varnished wooden 
floor in your display window and do 
you set merchandise right on it, or 
cover it entirely? A nickeled per- 
colator or an electric iron gives a 
contrasty appearance against a black 
background. The Commonwealtn 
Edison Electric Shop has black board 
squares (a foot square) which it uses 
for showing small articles. They can 
be cut from wall-board, painted black 
and offer opportunity for different 
arrangements in the window. For 
instance a recent window was with 
a checkerboard effect. The edges of 
each square should be beveled. 


Barton, Doll & Company, 


York, Pennsylvania. 


If you have used a large illustra- 
tion of a washing machine or other 
appliance in newspaper advertising it 
can also appear to advantage when 
cut out and pasted on a tan or darker 
window card with appropriate word- 
ing. But it will show up better 
against the background if white 
paint is applied to silhouette. That’s 
the way the Commonwealth Edison 
Electric Shops of Chicago does. 





“Bundle-Shelf” Sells Many 
Small Items 


A shelf built near the cash regis- 
ter in an Eastern electric shop, for 
the convenience of customers in de- 
positing bundles while paying their 
bills, has become one of the best 
salesmen for small items in the store. 

One day the proprietor placed on 
the shelf a box of fuse plugs, with 
a little sign stating the price and 
suggesting the advisability of hav- 
ing an extra supply of them in the 
house. As a direct result of that 

















This wall display in the Hiles & McKean 
store, Canonsburg, Pa., groups electrical ap- 
pliances and fixtures according to their 
respective rooms, It tends to make women 


customers desire to ‘“‘complete their set” for 


each room, and hence increases sales. Th 
novelty of the display also is an important 
attention-getter. 
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shelf, twelve boxes of fuse plugs 
were sold in addition to the regular 
sales made over the counter. And 
all this was done without any selling 
effort on the part of any salesman. 
The customer simply saw the fuses 
handy, read the sign, picked them up 
and handed them over to the man 
behind the cash register! 

The first shelf was so successful 
that a second shelf was erected, and 
subsequently small tables were 
placed conveniently about the store, 
displaying such items as single, 
double and triple plugs, dimmers, 
colored lamps, table plugs, pilot 
lights, through-switches, and so on. 

This system of display and sug- 
gestion boosts immediate sales of 
small items. 





A Rapid-Fire Lamp Cabinet 

The Detroit Edison Company, 
Detroit, Mich., has lately installed 
an incandescent-lamp sales cabinet 
which passes a lamp along from 
stockroom to customer in minimum 
time. This cabinet rests on a low 
base and consists of three sections or 
units, separated from each other by 
about one-third of their length. Each 
unit or section is six feet wide by 
four feet high and contains three 
bins and eight recesses for holding 
lamps. These bins are in the rear 
portion of the case and open below 
into pigeonholes built in front. The 
bins carry the three best sellers. 
They are filled from the rear and 
feed the lamps: by gravity to the 
narrow ledge attached to the front 
of the cabinet. Special lamps are 
carried in the eight recesses. 

The spaces between the sections 
are shelved and contain separately 
boxed 100-watt and 200-watt lamps. 

















This ingenious fixture conserves the sales- 
man’s time in the handling of lamp sales. 
The construction provides for a particularly 
systematic and neat arrangement of stock. 
The dimensions of the fixture are: 20 ft. 
— by 7 ft. 2 in. high. Capacity 6,50u 
amps. 





High-wattage lamps and lamps for 
which there is less frequent call are 
carried under the counter over which 
customer is served. 





A Code of Practice for Indian- 
apolis Electrical Dealers 


Recognizing its responsibility to 
the public as well as to the manu- 
facturers and its dealer members, 
the Electric Appliance League of 
Indianapolis has adopted the follow- 
ing code of practice, and has offered 
it as a guide to distributers of elec- 
trical appliances in Indianapolis: 


Section 1. It is the function of the 
electrical appliance dealers to provide 
the most economical and efficient ap- 
pliances to the public and to accomplish 
this end the dealer must handle appli- 
ances of proven merit and lasting 
quality. 

Section 2. Realizing that the ac- 
tivity of the electrical appliance dealer 
is one of service to the public, it is 
necessary that such service be per- 
formed with full recognition of the 
rights of the public and of all those 





Simple Fixtures That Double Storage Space on Floor Lamps 
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The Electric Shop of Cincinnati, carries a 
reserve stock of four to six hundred floor 
lamps, and in a high-rent location stock- 
room space for this number is a problem. 
J. A. Coy, who solves all such problems as 
they come up for the Electric Shop, devised 
a simple method that approximately doubles 


the number of floor lamps that may be 
stored in a given space. Boards 2 in. x 
6 in. are nailed in a T-shape and set far 
enough apart to leave clearance for the 
large bases. There is no bruising of the 
bases as each base sits flat and does not 
touch the base next it. 


who are performing a similar function, 
and to obtain this end it is necessary 
that: 

(a) All statements made to the pub- 
lic through advertising or by personal 
representatives of dealers should de- 
scribe truthfully the goods offered and 
the terms under which such goods are 
sold. 

(b) No statement made to the pub- 
lic through advertising or by personal 
representatives of the dealer should 
make any untruthful reference to com- 
peting lines of goods or to the method 
of the dealers handling such goods. 

(c) Statements made to the public 
through advertising or by personal 
representatives of the dealer in regard 
to prices and terms of payment should 
be clearly worded to avoid any mis- 
understanding on the part of the public. 

Section 8. No electrical appliance 
dealer should countenance any violation 
of the rules or ordinances governing 
the installation or operation of elec- 
trical appliances, even if requested to 
do so by a customer. 

Section 4. No electrical appliance 
dealer should injure directly or in- 
directly the business reputation or 
prospects of any other dealer or coun- 
tenance any acts or statements by their 
representatives that would tend to in- 
jure any other dealer or to reflect on 
the appliance handled by such dealer. 

Section 5. No electrical appliance 
dealer should attempt to supplant any 
other dealer, after the actual closing 
of a sale, by any improper inducement 
or undue influence, or permit any of 
their representatives to take such 
action. 

Section 6. As the primary purpose 
of the Electric Appliance League of 
Indianapolis is to improve the merchan- 
dising methods in the electrical appli- 
ance business to the end that the public 
will be better served, it is the duty of 
each member to lend his influence to 
the correction of any evils existing in 
the business. To attain this result 
each member should feel it a duty to 
call the attention of any dealer to any 
act on the part of the representatives 
of such dealer that, in his judgment, is 
detrimental to the business or to the 
public. 





Dream Books and Dish 
Washers 


Put into the window, together with 
a display of dish washers, a dream- 
book such as can be purchased at 
almost any book store for about ten 
cents. Have with it a sign that 
reads: 





Did You Ever Dream 
of Dishwashing 
without plodding away with 4 


rag? Come in and see how all 
the real work is done for you. 
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“Dealer Helps” the Manufacturers Offer 


I sure have enjoyed reading and 
observing “Electrical Merchandising,” 
and I consider it a high class production. 
Many trade papers come to my desk, in 
fact more than I or my employees can 
“Electrical Mer- 
chandising” always attracts our attention. 

W. B. Mills, 


do justice to, but 


How to Profit by the Manu- 
facturer’s Advertising 


Four simple suggestions are made 
by the Magnavox Company to enable 
the dealer to use to perfect advantage 
the advertising program of this 
company. 

1. Study your catalog sheets until 
you know the actual selling points 
by heart and can convey them to 
the customer in a clear, convincing 
way. 

2. Make use of the display mate- 
rial in your window, especially, in 
this case, the giant size reproduc- 
tion of current Magnavox consumer 
advertisement sent each month. 

3. See that everyone who enters 
your store at least takes away with 
him a folder or leaflet. 

4. Advertise yourself in the local 
paper as a dealer of the company’s 
products. 

In addition to the selling helps 
distributed by the Magnavox Com- 
pany, its promotion department is 
equipped to render special service 
on request. 





Paint in Color Your Neigh- 
borhood Signs 


Q. Which sign did you see first? 

A. The red one of course! 

A circular of the Reynolds Elec- 
tric Company, Chicago, manufac- 
turer of the “Reco” line of control- 
lers, color hoods and flashers, has 
for its cover a battery of electric 
signs in black and white with one 
Sign in red. The message of the 
circular is color and motion in 
display. “Experiments, practical 
tests,” says the company, “prove 
that color has attention value so 
much greater than black and white 
that the electric sign that shines in 
plain white light is really a loafing 
sign—it only attracts a fraction of 


the attention that it would if color 
Were used.” 


this side. 
McCook, Neb. 


Maree tena (0) a. 


Edison Company 


An Electric Iron Display 


A giant cut-out of the “Simplex” iron 
forms a background for an electric iron 
display which may be arranged, if the 
window is small, similar to the one pic- 
tured. The display is lithographed in six 
colors. Besides this cut-out, the Simplex 
Company has available for distribution to 
its dealers lantern slides, folders, envelope 
stuffers, newspaper and flier electros and 
window and counter cards which may be 
had upon request. 





Tne American Floor Surfacing Ma- 
chine Company’s new folder is called 
“Smooth as a Table Top.” It tells how 
old floors may be made new and new 
floors made perfect by the use of elec- 
tricity. 





May I compliment you on your very 
excellent journal? 
every month and, further, all my elec- 
tricity-supply [central station] friends 
here are not only admirers, but likewise 
careful readers. 
gestions and ideas in it that will help on 


I read it carefully 


There are many sug- 


H. Scholey, 


Westminster, S. W. I., Eng. 


The Family Ironing in Terms 
of Tons 


“You may not think of household 
tasks in terms of tons,” says the 
American Ironing Machine Company 
to the housewife by way of its folder, 
“Sunshine in the Home,” “but just 
consider : 

Your hand iron weighs 634 lb. and 
when, after four or five hours, you 
finish the family ironing with this 
small iron, you will have lifted it 
about 550 times—more than a ton 
of weight—pushed it over a stretch 
of clothes that would cover a bun- 
galow floor. You have stood during 
all these weary hours until your feet 
ache and the old iron feels as heavy 
as lead and you are—tired.” 

What housewife could resist an 
appeal like this, especially if the 
illustration opposite showed a smil- 
ing. woman who was neither tired 
nor irritable, sitting comfortably at 
an electric ironing machine, leisurely 
and contentedly going about the 
week’s ironing? Contrasting the 
new with the old way drives home 
the great difference between the two. 








Sell Your Service 
Station Another 
Electric Drill 


According to the Vlack & 
Decker Company, as stated 

in one of its recent circu- 
lars, there are 666 reasons 
why each automotive re- 
pair shop should have 
more than one electric drill. 
Lack of proper tools or a 
sufficient number of proper 
tools, necessitating lengthy 
repair jobs, with conse- 
quent loss to the customer 
of the use of his car, will 
cost the service man both 
good will and money. In 
this circular, ‘More Elec- 
tric Drills Are Needed for 
Profitable Maintenance,” a 
list of some six hundred 
operations requiring the 
use of the electric drill are 
given. Here are 666 
chances to one that the 
dealer can sell the service 
station another drill. 
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Artistic Window Display 
That Costs $1 to Install 


Directions for an artistic window 
display that costs less than one dol- 
lar have been issued by the Laundry- 
ette Manufacturing Company, Cleve- 
land, Ohio, to aid washing machine 
dealers who are not in a position to 
hire the services of expert window 
designers. The directions are as 
follows: 


Anyone Can Produce This Window 


Step No. 1.—Front valance is 
made of one roll of crepe paper cut 
in deep scallops. Stretch this along 
top of window pane. 

Step No. 2.—To form the side 
drapes take one full roll paper and 
cut in half crosswise and_ tack 
straight to the ceiling, then gather 
on the bottom and stretch down tight 
to floor. Tack to the side of the 
window. 

Step No. 3.—Back valance takes 
one full roll of crepe paper divided 
in half crosswise and cut in scallops 
on the folded edge in any design. 
This valance is placed at the back of 
the window. 

Step No. 4.—For the back we sug- 
gest that black paper or cloth be 
used; the side drapes in the back- 
ground are made in the same way 
as the one in front. 

Step No. 5. — Signs reading, 
“Washes,” “Rinses,” etc., hang di- 





YOU can bo 
ALL 
VR IRONING On THe 
DEMING 


ai K9g toes of 
BAPPinees 


ra 














Make Your Own Window 
Signs Without Paint 
or Brush 


A window display card, to be effective, 
should be both neat and readable. But 
unless the dealer is handy with a pen or 
brush it is a matter of considerable ex- 
pense to call in a professional sign painter 
every time a new display is needed. ‘The 
lettering on the windows here shown was 
done by the dealer himself with “Button 
Letters,” made of white celluloid, placed 
on the inside of the windows by means of 
small vacuum cups. These letters come 
in sets of 135 letters each and are made 
in three sizes, 2-in. high, 2%-in. high and 
3-in. high. They are very inexpensive and 
may be obtained from the Button Letter 
Company, 1038 Ivanhoe Road, Cleveland, 
Ohio. 





rectly over the washer and are made 
of white paper or cardboard cut out 
and suspended on black thread. The 
floor is of black and white checkered 
crepe. 

Step No. 6.—Two standard and 
one glass front washing machines 
are used and tipped forward by plac- 
ing a six-inch strip of wood under 
the pedal and blocking the casters 
with nails. 





Let These Cards Make Hot Plate Sales 






KK GIS 





Breakfast 
Bunered Toss 

1% Mine Eq or Egg Sunnyside 
| Siiced Orange pag ee 
|e Coles or Pestum 
| funcheon 
| makvenieone re aad e 
pee ne Se 

le 

L ~ lHotPlates 





COMBINE WITH YOUR COOKING 
UTENSILS - PREPARE COMPLETE 
MEALS AT YOUR TABLE= = = 





It would take a long time for the dealer 
to tell his customers about the advantages 
and comforts of electric table cookery. 
The story is a long one—and an interest- 


ing one to the housewife who finds the 
task of cooking three meals a day over 
the kitchen range a_ disagreeable one. 


There is no strategy required by 
lealer to get his customer’s 


the 
| 
the idea of electrical 


attention to 
cookery if he has 






Dinner 


Conwomme 
Veal Cudew Creamed Pouoes 
Waldort Salad 
Hor Sweet Rolls Burver or Jam 
Jello wrth Whipped Cream 
Cofler of Chocolate 











OFFER QUICK CONCENTRATED 
HEAT FOR ALL PURPOSES - - 


Set the {iberty Twins cook your meals 





conspicuously displayed in window or 
counter the new easel-back cards distributed 
by the Liberty Gauge & Instrument Com- 
pany. These cards (two in a set) measure 
11 in. x 14 in. and are printed in three 
colors. As can be seen, they contain a 
complete sales talk on the hot plate,—its 
convenience and its various uses, as weil 
as suggestions for something good to ‘eat 
for breakfast, luncheon and dinner. 


Step No. 7.—Four folders and 
three handsome display cards are 
used to carry out the story of the 
display. 

Step No. 8.—Rosettes are made of 
4-in. strips of paper fringed on both 
sides, gathered on a pin and twisted. 
Fasten to the front side drapes. 





F. A. D. Andrea, Inc., has instituted 
a new radio merchandising service for 
“FADA” dealers. The service consists 
of a monthly publication,—‘FADA- 
Sales”—full of live ideas to help the 
dealer get his share of the $350,000,000 
radio business estimated for 1924. The 
first issue of this publication is that 
of July. A number of selling helps, in 
the form of window display material 
and printed matter are being distrib- 
uted by the company. 


The Bryant Electric Company has 
prepared a window paster on its lumi- 
nous handle tumbler switch. The story 
of “The Radium Cure for Groping” is 
humorously told in a nine-picture car- 
toon depicting the futility of this life 
without radium locators. In connection 
with this window paster the company 
suggests that a switch be installed in a 
really dark place so that it can be 
effectively demonstrated. 


The Autovent Fan & Blower Com- 
pany, Chicago, has recently compiled 
an eleventh edition of its catalog. It 
contains complete data on the com- 
pany’s entire line of fans, louvres, 
“Uniblade”’ motor-driven and _pulley- 
driven blowers, and accessories. In 
addition to this data the catalog also 
contains practical information on the 
general subject of ventilation. 


The Trico Fuse Manufacturing Com- 
pany, Milwaukee, has issued a new cir- 
cular on its “Trico” powder-packed 
time-limit renewable fuses. 


The Western Electric Company has 
recently issued a new lighting manual 
on commercial and industrial lighting. 
It contains a wealth of lighting infor- 
mation, including the fundamentais of 
good lighting, lighting systems in gen- 
eral and representative units for the 
various lighting requirements. The 
units selected are illustrated and com- 
plete information is provided as to 
sizes available, wattage, distribution of 
light, the method of planning an in- 
stallation, etc. 


“Hot Water By Wire” is the title of 
a new folder issued by the Automatic 
Heater Company, Warren, Pa., manu- 
facturer of “Sepco” heaters. 


The Knapp Electric Corporation, 130 
West Forty-second Street, New York 
City, is distributing a complete set of 
window display cards in full colors, 
attractively illustrating the uses and 
advantages of its “Sedan” and “Handy 
fans. The company has also prepared 
folders for counter or envelope 4is- 
tribution imprinted with the dealers 
signature, which will be forwarded free 
of charge with orders. Photographs of 
successful window displays to guide the 
dealer in arranging his window display 
are also available. 
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Many of the tools mentioned below are 
shown in this picture. There are radio 
pliers with curved and straight jaws, the 
“Reamawl,” panel cutters, utility taper 
reamers and ‘‘Spintite’ wrenches for hex 
and round nuts. The dealer should not 
fail to include in this new radio side line 
the electric soldering iron. 





Some New Tools to Sell 
Your Radio Customers 


Some men are handier than others 
with tools; some men can adapt one 
tool to several uses while others can- 
not successfully wield a tool even for 
the special use for which it was built. 
Especially is this true of radio fans 
who try to keep their sets up to date. 

In any case, whether the fan is a 
master craftsman or not, ordinary 
tools are unhandy and unwieldy for 
radio work and there is a need for 
specially-designed radio tools similar 
to the line recently brought out by 
Stevens & Company, tool manufac- 
turers, 375 Broadway, New York 
City. Included in this new line are 
the “Spintite’ wrenches for round 
nuts. The sharp teeth of this tool 
are spiralled and tapered to get a 
firm, solid grip on the knurled round 
nut, and the long reach of the wrench 
enables the worker to get into con- 
fined places. The “Spintite’” wrench 
for hex nuts has a hollow stem which 
goes over projecting screws. 

Other tools with definite uses are 
the T-handle hex “Spintite’; the 
“Oversize” radio reamers; panel 
cutters; bezel beading tool; ‘“Speed- 
A-Loop” pliers; scribers; “Reamawl” 
for reaming small holes, starting 
Screws in hard wood, laying out 
panels, etc.; contact point file with 
fine, double-teeth made especially for 


cleaning all contact points in radio; 
taper reamers with spiral cutting 
edge; screw clamp for holding 
screws for filing down to the many 
odd lengths required in radio; and, 
for the orderly, systematic worker, 
a work-chest for nuts, bolts, binding 
posts, ete. 





*Treedom From Glare” 


The cardinal points of a good 
industrial lighting installation, says 
the Benjamin Electric Manufacturing 
Company, in its booklet “Industrial 
Lighting Equipment,” are seven: 

1. Sufficient illumination on the work; 
2. Proper direction of the light rays; 

3. Freedom from direct and reflected 

glare; 
4. Good diffusion and avoidance of 
sharp shadows; 

. Steadiness of light source; 

. Proper color of walls and ceilings; 

. Reliability, and economy in service. 
The accompanying illustrations 

show the effect of undue glare on the 

eye. The eye, it is pointed ‘out, 

operates on the same mechanical 

principle as does a camera. That is, 
it is equipped with a lens diaphragm, 


“12 Ot 








see, with various detrimental results. 
Under proper lighting conditions the 
pupil expands normally, and _ this 
allows greater distinctness of vision, 
as shown by Fig. 2. 





“Keeping Out of Hot Water” is the 
title of an interesting little story pre- 
pared by Ethel R. Peyser for the Sav- 
age Arms Corporation, Utica, N. Y. 
As its title suggests, the story deals 
with the revolution in wash-day 
methods brought about by the electric 
washing machine and the service it 
renders the housewife in keeping her 
neat and comfortable on wash day in- 
stead of tired and irritable after many 
hours over a steaming tub. The book- 
let is attractively illustrated with 
photographs and drawings. 


Harry Alter & Company, Chicago, 
has ready for distribution its new 
“Haco” fixture catalog “M.” It con- 
tains 40 pages, eight of which are in 
color, enabling the purchaser to see the 
fixtures as they actually appear. List 
prices are quoted throughout the 
catalog. 


The Lionel Corporation has ready for 
its dealers many sales helps supported 
by an extensive advertising campaign 
this fall. Included in the dealer helps 
is a new type of window sticker, 
printed in red, black and 
gold. When placed on the 
window it gives the beveled 
appearance of a _ bronze 
plate. A life-size win- 
dow poster of the Lionel 
boy, lithographed in natural 
colors and mounted with 
an easel back, is also avail- 
able, as well as a window 
poster showing the Lionel 








FIG. 1 


Pupil contracted under 
excessive glare and shut- 
ting out light, thereby im- 
pairing vision. 


rect vision. 

sensitive surface and focusing mech- 
anism. The size of the _ pupil 
regulates the amount of light which 
enters in the eye. Under the in- 
fluence of glare, the pupil contracts 
over-much, as ilustrated in Fig. 1, 
which results in decreased ability to 


FIG. 2 
Same pupil expanded and 
letting in the amount of 
light necessary for cor- 


trains in large size. The 
cover of the 1924-1925 cata- 
log is amusing for it shows 
a small dog hotly pursued 
by a Lionel train. The dog 
is leaping along as fast as 
his legs can carry him and close be- 
hind him is the locomotive coming at 
great speed. Two boys are yelling 
themselves hoarse and fairly bounding 
from the picture in their excitement. 
“The scene is a great hit with young- 
sters everywhere, and their parents 
too,” says the company. The cover is 
handsomely reproduced in four colors. 





Bring the 
Circus to 
Your Town 


The two posters in 
the background are 
each 40 in. long and 
3 in. high and con- 
tain, in parade fash- 
ion, all the well- 
known circus char- 
acters in gray, red, 
black, blue and white 
on an orange back- 
ground. The mes- 
sage the posters tell 
is that the Ringling 
srothers and  MfSar- 
num and Bailey Show 
uses the ‘“Sweeper- ° 
Vac” cleaner. If the » ay 

circus is soon. to ie 


visit your town, 2 b- ee 
g << me 


write the M. S. 
Wright Company for _— 
this poster. Es 
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News of the Electrical Trade 


Alabama Electragists Organ- 
ize State Association 


The Alabama Association of Electri- 
gists was organized at a gathering of 
members of the International Associa- 
tion of Electragists at Birmingham, in 
July. Officers elected at the meeting 
include J. R. Wilcox of Birmingham, 
president; K. F. Elebash of Tuscaloosa, 
vice-president; D. B. Clayton of Bir- 
mingham, secretary and treasurer; and 
R. P. Reeves of Montgomery and E. J. 
Huguenot, of Mobile, executive com- 
mittee members. 





Prizes for All-Year-Round 
Fan Sales Plans 


For the purpose of stimulating the 
use of electric fans all-year-round, the 
Society for Electrical Development, 522 
Fifth Ave., New York City, has offered 
$250 in prizes (12 prizes in all) for 
the best plans on how to sell electric 
fans for any one of the uses given 
below, or for any other off-season use. 
The contest, which is open to all deal- 
ers in fans and their salesmen, begins 
Sept. 1, and closes on Oct. 15. 

Among the diversified off-season uses 
of electric fans are: 

To stimulate radiation in cold rooms 
with hot-air furnace. 

To speed up the drying of laundry. 

To increase draft in furnace. 

To speed up the drying of freshly 
varnished furniture or floors. 

To aerate the refrigerator after it 
has been cleaned. 


To dehydrate fruits and vegetables. 
To dry white shoes after cleaning. 
To dry hair quickly. 

To remove frost from windows in 
winter. 

To eliminate cooking odors from the 
kitchen. 

Messrs. E. W. Austin (Toronto, Can- 
ada), S. W. Bishop (Denver), C. L. 
Chamblin (San Francisco), J. W. Col- 
lins (Chicago) and J. E. North (Cleve- 
land), have consented to act as judges 
in the contest. 





High School Boys Conduct 
Appliance Survey at 
Harrisburg, Pa. 


To obtain a complete census of the 
appliances in use in the city of Harris- 
burg, Pa., C. G. MacAvoy, of the com- 
mercial department of the local central 
station has employed seven high-school 
boys to canvass the city and fill out 
cards. The boys earn $75 a month, and 
each covers 150 to 160 houses a day. 
The electric company has 24,000 cus- 
tomers in the section served by its 
lines, with a total population of 125,000. 





Conference of Local Leagues, 
Association Island 


Advance reports of the arrangements 
for the conference of representatives 
of local electrical leagues and others 
interested in developing business locally 
by co-operative methods point to Camp 
Co-operation IV (September 2nd to 

















“JUST BEFORE THE CocA COLA”—oR 10 A.M. IN ATLANTA, GA. 


The camera men who guard every exit 
from an electrical gathering, held up this 
quartet after a session of the Georgia Elec- 
trical Association meeting in Atlanta. 
Reading from left to right, as they do in 
Atlanta, we have Harry Biglin of the H. 


C. Biglin Company, W. C. Drake, secre- 
tary of the Association, and Bob Scott of 
the entertainment committee, who are go- 
ing to be very harsh with that camera man 
presently and L. E. Moffatt of Electrical 
Merchandising who doesn’t seem to care. 


6th) being the most successful meet- 
ing of the kind ever held. The busi- 
ness program, (printed in full be- 
low), drawn up by a committee under 
J. E. North, president of The Electrical 
League of Cleveland, shows the breadth 
of the discussions that will take place 
and is a definite indication that local 
co-operative organizations are giving 
thought to and conducting activities 
which have a definite business building 
value to all branches of the industry. 


Opening of Camp 
TUESDAY, SEPTEMBER 2 


_ 2:00: Around the Flag Pole. Flag Rais- 
ing. Address, F. M. Feiker. 

2:30: Remarks of Welcome—W. A 
Freeman, Cincinnati, president, The Society 
for Electrical Development. 

3:00: Principles and Purposes of League 
Work, W. L. Goodwin. 

8:00-8:15: Introduction—“League Serv- 
ice Outside of the Industry including Con- 
tact with Building Permit Holders, Archi- 
tects, Builders and Realtors.’ 

9:00-9:15: Introduction—“League Serv- 
ice to Contractors and Dealers.” 


WEDNESDAY, SEPTEMBER 3 


9: 00-9: 30: Introduction — ‘‘The 
Seal—Its Uses and Advantages.” 

9: 30-12: 00: Discussion. 

8:00-8:15:. Introduction—League Meth- 
ods to Promote the Use of Industrial 
Equipment.” 

8: 30-10: 00: A maximum of ten minutes 
to be devoted to discussion of each of the 
following questions: 

(a) Is it possible to make electrical 
shows usually participated in by all 
branches of the industry and conducted in 
some central auditorium profitable to the 
exhibitors? 

(b) Is it good policy to conduct electric- 
al exhibits in co-operation with Better 
Homes Exhibits, Builders, or similar shows? 

(e) Should leagues have a uniform rate 
of dues? 

(d) Should the League membership in- 
clude merchants such as hardware dealers 
and department stores who sell electrical 
merchandise? 

(e) Are club rooms essential to the 
success of an Electrical League? 

(f) What kind of subjects should be dis- 
cussed before electrical men at weekly or 
monthly meetings—electrical or non-elec- 
trical? 

(g) How frequently should League meet- 
ings be held? 

(h) Should the League include in its 
schedule as one of the regular features, 
talks on electrical service by radio? 

(i) Sales promotion work by jobbers and 
its relation to central stations and elec- 
trical leagues. 


Red 


THURSDAY, SEPTEMBER 4 


9:00-12:00: “Report of League Com- 
mittee and presentation of Articles of Con- 
federation for Electrical Leagues.’ by Earl 


E. Whitehorne. 

1:30-1:45: Introduction—‘The Value 
of the Electric Home as a Medium for 
Reaching the Public.” 

2:15-2:30: Introduction—‘How to, Se- 
cure Publicity by Co-operative Effort.’ 

8:00-8:15: Introduction—‘“How to In- 
terest Women in Electrical Equipment for 
the Home.” 


8:45-9:00: Introduction—‘“Store Light- 
ing Campaigns.” : 
9:30-9:45: Introduction—“Co-operative 


Advertising Only as a Background for In- 
dividual Effort.” 


FRIDAY, SEPTEMBER 5 


9:00-12:00: “Home Lighting Contest.” 
If Home Lighting Contest does not re- 
quire this session it will be devoted to the 


following: : 
1:30-1:45: Introduction—‘Selling Hlec- 

—_ Merchandise Through Community 
ows.” 


2:15-2:30: Introduction—‘Keeping the 


Members Sold.” 
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We think that T. KE. Burger, Western Elec- 
tric sales manager at Boston, posed espe- 
cially for this picture at the recent elec- 
trical jobbers’ convention at Hot Springs. 
Va. It looks mighty like a golf ball behind 
his left ankle. We must admit, however, 
that his driving form is good. 





7:30: Dinner—Banquet—Special speak- 
ers and program to be announced. 


SATURDAY, SEPTEMBER 6 
9:00-12:00: To be held open for un- 


finished discussion, summing up report of 


Resolutions Committee, and concluding 
address, 





Washington, D. C., Lighting 
Company Takes Back 
Electric Shop 


The Washington (D. C.) Railway & 
Electric Company has acquired all the 
stock of the Potomac Electric Appliance 
Company operating at 607 Fourteenth 
Street, N. W., Washington, D. C., and 
in the offices of the Potomac Electric 
Power Company, Fourteenth and C. 
Streets, N. W., and will continue to 
operate the company along central- 
station merchandising lines. The prem- 
ises at 607 Fourteenth Street have been 
vacated and the business of the 
Potomac Electric Appliance Company 
will be continued in the offices of the 
Potomac Electric Power Company 
which is a part of the Washington Rail- 
way & Electric System. 

The new officers of the appliance 
company are as follows: H. A. Brooks, 
president; C. M. Marsh, vice-president 
and manager; A. M. Fisher, treasurer; 
H. M. Keyser, secretary; A. G. Neal, 
auditor; A. V. Hawkins, purchasing 
agent. 

All of the above officers are members 
of the Potomac Electric Power Com- 
pany’s organization, occupying the 
following positions: H. A. Brooks, com- 
mercial manager, C. M. Marsh com- 
mercial engineer; A. M. Fisher, treas- 
urer; H. M. Keyser, secretary; A. G. 
Neal, comptroller; A. V. Hawkins, pur- 
chasing agent. 


The General Electric Company has 
decided to erect a new office and ware- 
house building at 215-225 West Third 
Street, Cincinnati, Ohio. The building 
will house the activities of the General 
Electric Company and its Cincinnati 
distributor, the Post Glover Electric 
Company. 

The Triangle Conduit Company, Inc., 
formerly located at 52 Columbus 
Heights, New York City, has moved 
into its new quarters at Dry Harbor 
Road and Cooper Avenue, Brooklyn, 
New York. 





Service Manual Spreads Gos- 
pel of Adequate Wiring 


A service manual has been issued by 
the Pacific Gas & Electric Company of 
San Francisco for distribution to con- 
sumers throughout its system, covering 
items of useful information for the 
householder in the use of both gas and 
electricity. Subjects covered include 
such items as a listing of electrical 
appliances, a suggestion as to the right 











Coming Conventions 


CONFERENCE OF REPRESENT- | 
ATIVES OF ELECTRICAL LEAGUES, 
Camp Co-operation IV, Asso- 
ciation Island, Henderson Har- 
bor, September 2-6. | 

ASSOCIATION OF EDISON | 
| ILLUMINATING COMPANIES, 
| Griswold Hotel, New London, 

Conn., September 8-12. 


FIRST ANNUAL INTERNA- 
TIONAL RADIO SHOW, Madison 
Square Garden, New York 
City, September 22-28. 

ASSOCIATION OF ELECTRA- 
GISTS INTERNATIONAL, ANNUAL 
CONVENTION, West Baden 
Springs, Ind., September 29- 
October 4. 
| VACUUM CLEANER MANU- 
| FACTURERS’ ASSOCIATION, 
| Cleveland, Ohio, October 3. 


THE ELECTRIC SHOW, Grand 
Central Palace, New York City, 
| October 15-25. | 


| ELECTRICAL SUPPLY JOB- 
BERS’ ASSOCIATION (SEMI- 
ANNUAL MEETING), Hotel | 
Cleveland, Cleveland, Ohio, | 
November 17. | 
































size of lamps to use and advice as to 
proper wiring, as well as an explana- 
tion of electricity bills and meter read- 
ing, instructions as to how to change 
a fuse and other items of household 
interest. The booklet is calculated to 
produce a more widespread _ under- 
standing of the ordinary use of elec- 
tricity, as well as to better company 
relations with consumers. 


France Invites American 
Manufacturers to Ex- 
hibit Appliances 


From October 21 to November 9 
there will be held in Paris, at the 
Champ de Mars, an exhibit of house- 
hold articles and modern inventions. 
This exhibition, which was inaugurated 
last year, is held under the auspices 
of the French Ministry of Public In- 
struction. Plans for a larger and more 
comprehensive exhibit for 1924 are un- 
der way and the French Government 
has invited American manufacturers to 
participate. A special American build- 
ing is now under construction and will 
connect with buildings reserved for the 
French exhibit and those of other na- 
tions. Of Colonial architecture, two 
stories high, it will provide a special 
hall of 12,000 sq.ft. of floor space. 

It is expected that the attendance 
this year will exceed a million because 
of the fact that it coincides with the 
Automobile Exposition which brings 
over three million visitors from all 
over Europe. 

With the object of placing every 
facility within the reach of the Amer- 
ican manufacturers, the French Gov- 
ernment has appointed Albert Broisat, 
delegate of the French National Office 
of Inventions, to act as American 
representative for the exposition. M. 
Broisat’s offices are located at 2 West 
Forty-Fifth Street, New York City and 
he will be glad to have manufacturers 
interested call upon him for informa- 
tion and assistance. 

The manufacturer’s only obligation 
is the payment of the usual exhibition 
fee and the responsibility for having 


(Continued on page 4600) 




















“Tam” (L. A.) McArthur, general manager 
of the Pacific Power and Light Company 
of Portland, Ore., denies that the atmos- 
phere at the Northwest Light and Power 
Association Convention was chilly. He is 
merely trying to look like a good Indian. 
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ew Merchandise to Sell and 


Where to Buy It 


Appliances, Wiring Devices and Radio Supplies Which 
Manufacturers and Jobbers are Putting on the Market 


Including Many New Appliances Suitable for the Home Electric 





For Your Further Information— 
We Are Now Including “Intended 
Selling Prices” of New Products 


In response to suggestions from 
readers that the usefulness and 
service of this department “New 
Merchandise to Sell” would be fur- 
ther enhanced if we included prices 
with our descriptions of new prod- 
ucts, Hlectrical Merchandising with 
-the April issue began the publishing 
of “intended retail selling prices” of 
articles, where such information is 
available. The intended retail sell- 
ing price given in each instance is 
the price at which it is expected the 
article can be sold to the retail pur- 
chaser, after the customary distribu- 
tion costs have been allowed for. 

In no case, of course, is the figure 
given to be taken as setting a price 
at which the product must or should 
be sold by the retailer. Instead, the 
prices set down on this and the fol- 
lowing pages are given merely for 
the convenience of our merchant- 
readers—to afford them approximate 
figures by which to gage roughly 
the probable market with their own 
respective clientele. 


How to Use and File 
These Items 





Five-Tube Neutrodyne 
Receiver 
Electrical Merchandising, September, 1924 


A complete line of “FADA’”’ neutro- 
dyne receivers, to meet the tastes and 
pocket-books of everybody, has been 
announced by F. A. D. Andrae, Inc., 1581 
Jerome Avenue, New York City. De- 
scriptions of the various sets compris- 
ing the line will be found in this sec- 
tion. 

The 5-tube ‘“Neutroceiver” illustrated 
provides two stages of radio frequency 
amplification, detector, and two stages 
of audio frequency amplification. The 
black bakelite panel is mounted at an 
angle in a mahogany cabinet, the top 
of which is hinged for insertion of 
tubes. <A special new feature is pro- 
vided in a control switch directly be- 
neath the center dial. Turning the knob 
of this switch to the right lights the 
tubes and controls the tone volume. 
Only three tuning dials are used with 
all binding posts in the rear. Intended 
retail price (less tubes and batteries) 
$160. 


























Ivery item, with its illustration, wiil 


fit a standard 3-in. by 5-in. filing card. 
Or, if preferred, these items can be pasted 
on sheets of paper for binding in a loose. 
leaf catalog or folder 











Battery Charger 


Electrical Merchandising, September, 1924 
Seven and one-half amperes, it is de- 


clared, are delivered by the No. 77 
battery charger made by the <Apco 
Manufacturing Company, Providence, 
R. I., with a consumption of but 75 
watts. The manufacturer directs atten- 
tion to the fact that the charger is self- 
polarizing, that it will operate on a 40 
per cent variation in cycle, that it fur- 
nishes a taper charge automatically 
governed by the size of the battery, 
and that it has an improved indicator. 
A radio storege battery may be charged 
overnight with the “Aveo” charger, it 
is claimed. Intended price, for 
“A” batteries, $18.50; for “B” batteries, 
10). 


Self-Timing Toaster 

Llectrical Merchandising, September, 1924 
How many times one wishes that the 
toaster didn’t require such constant 
attendance when one is_ particularly 
hungry at breakfast time! Here is a 
toaster that is designed to automa- 
tically ‘“‘watch” the toast and eliminate 
its burning. As the accompanying 
illustration shows, the toaster is 
equipped with a dial with four holes, 
each lettered, along the lines of the 
automatic telephone. The holes in the 
dial are graduated for dry bread, fresh 
bread, medium fresh and extra fresh, 
the hole nearest the top being for dry 
bread. For fresh bread, for instance, 
the bread is put into the wings of the 
toaster and the dial set for ‘Fresh 
Bread.” By a simple timing mechanism, 
the dial revolves back to its normal 


position, the toast is done and the wings 
are automatically tipped away from the 
Manufacturer, D. A. 
3101 Lyndale Avenue South, 
About $9. 


heating element. 
Rogers, 3 ] 
Minneapolis, Minn. 











Waffle Iron 


Electrical Merchandising, September, 1924 

The waffle iron recently brought out 
by the Edison Electric Appliance Com- 
pany, 5600 West Taylor Street, Chicago, 
is an improved design, the company 
points out, both in beauty and _ utility. 
It embodies the same sheath-wire pat- 
ented units for which the present Kdi- 
son waffle iron is known, but requires 
only one appliance plug. Intended re- 
tail price, $15. 
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Electric Iron With Automatic — = —— — 
Ylectrica erchandising, September, 24 
Heat Control For use in public hallways, waiting 
Electrical Merchandising, September, 1924 rooms and other places where it is 
An automatic control which not only desired that only 
shuts off the current when the iron those persons having 3 
reaches the proper ironing temperature the proper keys may aaa 
but which turns it on again as needed operate the lights, 
is embodied in the new “Guardian” elec- the Bryant Electric 
tric iron announced by the Rock Island Company, Bridgeport, } 
Manufacturing Company, Rock Island, Conn., has intro- 
Ill. This new feature, the company ex- duced a new _lock- 4 
plains, while eliminating fire hazard type tumbler switch. y ‘®, 
from the forgotten iron, in no way mars This device is_ simi- : ) 
the appearance of the iron. Its weight lar to the Bryant i 
is 64 shallow cup flush od 
tumbler switch ex- 
= cept that the compo- 
Radio Base Unit , sition handle has i 
, Saas wee ‘ been removed = and cs 
Electrical Merchandising, September, 1924 replaced by a. fibre pyAN’ 
F. A. D. Andrae, Inc., 1581 Jerome shield slotted to re- B 





Avenue, New York City, is the manu- 
facturer of the base unit illustrated. 
This unit is designed particularly for 
use with the ‘‘Neutroceiver’ and_ the 
“Neutrola” described elsewhere in these 
pages. The cabinet contains ample 
space for any type of “A” battery, “B” 
battery and “C” battery as well as “A” 
and “B” battery-charging equipment if 
storage “B” batteries are used. Because 
of its simple design it is admirably 
adapted for use with almost any type 
of receiver. Finished in mahogany. 
Intended retail price, $75. 


ceive the actuating 
key. These switches 
can be obtained in 
single pole, double pole, three point and 
four point styles, with porcelain or com- 
position cups as desired. 
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Curling Iron 
Electrical Merchandising, September, 1924 


The removable clamp is a prominent 
feature of the “Northern” curling iron 








° made by the Northern Electric Com- 
Portable Electric Band Saw pany, 2835 Northwestern Avenue, Chi- 
F +o ™ a cago. The iron is designed for use on 
Electrical Merchandising, September. 1924 any 110- or 115-volt circuit, either a.c. 
To meet the need for a light-weight or d.c. Intended retail price, about $1. 
machine that can be carried to the work 





and that can be operated from the ordi- 
nary lamp socket, Heston & Anderson, 
Fairfield, Iowa, have designed a porta- 
ble electric band saw that is suggested 
for use in furniture factories, toy shops, 
pattern shops, aluminum factories, 
manual training schools, ete. The motor 
is % hp., 110 volts, 60 cycle, 1-phase, 
a.c. The machine complete, with base 
and motor, weighs 125 Ib. Intended 
price, complete, $100. All parts are 
interchangeable. The base can be ob- 
tained separate and is made to fit any 
saw. 














Violet Ray Outfit 


Electrical Merchandising, September. 1924 
An exceptionally strong hard rubber 
housing is used in the new 2-B violet 
ray outfit of the Master Electric Com- 
pany, 113 South Jefferson Street, Chi- 
cago. The coils are so constructed that 
they will not overheat, the manufac- 
turer declares and the machine will not 
be thrown out of adjustment when the 
adjustment knob is turned too tight and 
the vibrator springs locked. The out- 
fit is equipped with carrying case, in- 
cluding comb and metal electrodes. 





























Decorative Neutrodyne 
Receiver 


Electrical Merchandising, September, 1924 
The 5-tube “Neutrola’” receiver made 
by F. A. D. Andrae, Inc., 1581 Jerome 
Avenue, New York City, is a decorative 
model of its new line of neutrodyne re- 
ceivers. This model has self-contained 
loud speaker and ample provision is 
made for batteries. The five tubes pro- 


Small Portable Lamp 
Electrical Merchandising, September, 1924 
Every household can always use an- 

other Jamp, especially a small portable 
lamp similar to the model No 500 
brought out by the Decorative Metal 
Company, Taunton, Mass. Its height 
with globe, is 12 in., and it is finished 
in oxidized silver. Shades of blue, ross 











or gold may be obtained. Intended re 
vide two stages of radio frequency am- tail price, $2.25. 
plification, detector, and two stages of The company also makes a model N 
audio frequency amplification. The set 700 lamp of different desigy Th 
is encased in a mohagany cabinet with lamp is also 12 in. in height and tl 
inclined panel enclosed by a drop desk finish and colors of shade ‘ 
door. Intended retail price (less tubes ame as its model N f | 
and batteries) $220. retail price, $2 
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Continued on third and fourth pages following, for your convenience in clipping and fil 
Each item will fit a 3 x 5 in. standard filing card. 
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France Invites American 
Manufacturers 
(Continued from page 4597) 


the goods to be exhibited in the hands 
of the American representative before 
October 1. The selection of suitable 
booths, erecting of booths, transporta- 
tion of exhibits to and from France, 
arrangement of reservations, both 
steamship and railroad, for representa- 
tives at special rates, the printing of 
announcements and literature in French, 
as well as staging of demonstrations, 
will be handled by M. Broisat. 

“It is important to note,” says M. 
Broisat, “that it will be permissible to 
sell merchandise at the exhibition and 
to take orders for wholesale or retail 
accounts. Participation in the exhibi- 
tion will also bring American manufac- 
turers in direct contact with foreign 
representatives or agents. 

“All American exhibits participating 
are protected by the French law for 
one year, even if they are neither reg- 
istered nor patented.” 





The Window Display Advertising 
Association will hold its first annual 


convention at the Hotel Statler, Cleve- 
land, Ohio, Sept. 29 to Oct. 1. The 
association was organized last March 
at Cleveland by advertising executives, 
producers of window display advertis- 
ing material, and others interested in 
the display of merchandise. 

E. L. Bennett has organized a new 
company, the Advance Appliance Com- 
pany, Waterloo, Iowa, of which he is 
president, to manufacture household 
utilities. Mr. Bennett, it will be re- 
called, was associated with the old 

















Sometimes in Atlantic City it is wet on 


both sides of the boardwalk—above and 
below—but R. R. Young, who is business 
agent of the Public Service Electric Com- 


pany, Newark, N. J., just turns up 
collar and smiles. However, J. 
sales manager of the 
tric Company, Wichita, prefers to smile 
harder and leave his collar down—which 
is a way they have in the West. 


his 
b L. Harvey, 
Kansas Gas & Elec- 


Brokaw-Eden Company in Chicago 
when the first “Eden” washer was 
placed on the market. Since then, Mr. 
Bennett has been connected with the 
Crystal Corporation, the Air-Way Elec- 
tric Appliance Company and the Bert- 
hold Electrical Manufacturing Com- 
pany. 

Herbert S. Potter, proprietor of the 
electrical contracting house bearing 
his name at 238 State Street, Boston, 
Mass., died at his home in Brookline, 
Mass., June 29. Mr. Potter was one 
of the best known and most highly 
regarded electrical contractors in New 
England. He was born at Newton, 
Mass., in 1868, and after attending the 
Massachusetts Institute of Technology 
entered the electrical field with his 
father, the late J. S. Potter, at Boston. 
Succeeding the latter upon his death, 
Mr. Potter moved his offices to the 
present location and for upwards of a 
quarter century won the confidence of 
every branch of the industry with 
which he came in contact. His rela- 
tions with the Edison Electric Iluminat- 
ing Company of Boston were unusually 
close and he was active in the carrying 
out of a large amount of important 
contract work and wiring campaign 
development in his territory. 

The Louis Model Company, Boston, 
now occupies new and enlarged quar- 
ters at 133 Federal Street, for its elec- 
trical supply ‘and fixture business for- 
merly at 44 Portland Street. About 
13,500 sa.ft. of sales and stockroom 
area are being used in the new store, 
a gain of about 50 per cent over the 
previous location. Fixture studios 
visible from the store front are an 
attractive feature of the house. There 
are five rooms decorated in polychrome, 
gray, silver, gold and brown and 
crystal. Each is bisected by a passage- 
way from front to rear which enables 
the series to be viewed from the main 
sales counter. Louis Model is president 
and treasurer, and M. Kasac sales man- 
ager of the company. 


The WorkRite Manufacturing Com- 
pany, Cleveland, Ohio, manufacturers 
of “Super-Neutrodyne” sets has opened 
a Chicago factory in addition to its 
factories in Cleveland and Los Angeles. 
Export licenses under the Hazeltine 
patents have been acquired by the 
company. 

A. A. Schueler, sales manager of the 
Square D Company, Detroit, Mich., 
announces the appointment of J. J. 
Mitchell as district sales manager in 
the St. Louis district, with headquar- 
ters at St. Louis, Missouri. Mr. 
Mitchell was formerly in charge of 
Square D sales in the Indianapolis ter- 
ritory and replaces E. F. Bollinger who 
has resigned from the company. H. P. 
Riddell has been made branch sales 
m&anager in the Indianapolis territory. 


The M. S. Wright Company, Worces- 
ter, Mass., manufacturers since 1908 
of the Sweeper-Vac vacuum cleaner, 
announces the _ dissolution of the 
Pneuvac Company, its sales agent, for 
the purpose of simplifying the conduct 
of its business. Henceforth all busi- 
ness of the Pneuvac Company will be 
carried on by the Wright company. No 
change of personnel or organization 
has been effected. 

















A. R. Small, new chairman of the Elec- 
trical (Code) Committee, being brought 
into focus by Mrs. Small and Dana Pierce 
during the recent National Fire Protection 
Association meeting at Atlantic City. 
Here’s evidence that the makers of the 
Dawes’ pipe are still behind in their orders, 





The Third Annual Philadelphia Radio 
Show to be held October 18 to 25 at the 
Second Regiment Armory, is being 
directed by the K. S. Byrd Company, 
221 North Eleventh Street, Phila- 
delphia, Pa. The management an- 
nounces that a great portion of avail- 
able space has already been reserved 
by exhibitors. 

David Grimes, Inc., with offices at 
1571 Broadway, New York City, has 
recently been organized to manufacture 
the “David Grimes’ receiver, as well as 
a general line of radio instruments and 
parts. The 8-story factory and labora- 
tories are located at 141 Morgan Street, 
Jersey City, N. J. E. P. H. Allen, 
formerly with the Radio Corporation 
of America, is general sales manager. 

Jacobs Brothers have opened a new 
electrical store at 44 Ralph Avenue, 
Brooklyn, N. Y., where they will carry 
on a general contracting and merchan- 
dising business. 

The International Association of 
Municipal Electricians will hold its 
twenty-ninth annual convention at the 
Partridge Inn, Augusta, Ga., October 
14 to 17. H. B. Kirkland of the Ameri- 
can Wiremold Company, Hartford, 
Conn., is chairman of the exhibit com- 
mittee, and would be glad to hear from 
manufacturers who wish to exhibit 
their goods. 


“First Radio World’s Fair” 
New York, September 22-28 


The 69th Regiment Armory and 
Madison Square Garden will both be 





‘used to house the First Radio World’s 


Fair, to be held in New York City dur- 
ing the week of September 22. U. J. 
Herrman and James F. Kerr, directors 
of the exhibition are arranging to care 
for the several thousand jobbers and 
dealers who have expressed their in- 
tention of attending. Two hours each 
day will be assigned to the visiting 
buyers for business interviews with the 
exhibitors. 
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E. D. (Radio) O’Dea, manager and announcer 
of the McCarthy Bros. & Ford Pioneer 
Station WWT, putting his smile and punch 
behind the good things which are outward 
bound from Buffalo, N. Y. Mr. O'Dea, who 
is also retail manager of McCarthy Bros. 
& Ford, recently carried off two much- 
coveted prizes for window displays. One 
was given by the Electrical League of 
Western New York, and the other awarded 
in a national contest conducted by the In- 
ternational Association of Displaymen. 





The Penn Electrical & Manufactur- 
ing Company, Irwin, Pa., manufac- 
turers of switchboards and panelboards, 
has just completed the addition to its 
main building which practically doubles 
its capacity. This company, in addi- 
tion to serving the Pittsburgh terri- 
tory, nas branch offices in Philadelphia, 
Baltimore, New York City and Buffalo. 


Albert S. DeVeau, formerly of Stan- 
ley & Patterson, and now an indepen- 
dent manufacturer’s representative, 
has been appointed New York repre- 
sentative of the Peerless Products line. 
He will have full charge of the sales 
and sales policy for the metropolitan 
district and northern New Jersey. His 
headquarters are in the Dodge Build- 
ing, 53 Park Place, New York City. 


The Third Annual Radio Show will 
be held in the Grand Central Palace 
of New York City during the week of 
November 3. As election day will be 
included in this week, Mr. J. C. John- 
son, vice-president and general man- 
ager, has arranged with broadcasting 
stations in all parts of the country to 
report the returns so that visitors at. 
the Grand Central Palace that night 
will be informed as to the successful 
candidate. 

The Western Electric Company has 
opened a branch at 121 East Fourth 
Street, Davenport, Iowa. This branch, 
like other branches, will be fully 
equipped with stocks of wiring supplies, 
Ine materials, motors and control, 
lighting fixtures, lamps, power and 
light plants, ete. E. L. Johnson has 
been appointed manager and D. O. 
Manix stores manager of this branch. 

The Maxam Radio and Electric Com- 
pany, 238 Third Avenue New York 
City, recently organized to act as the 
New York supply house for its chain of 
Stores throughout New England, has 
taken over the Holloway Electric Sup- 
ply Company, of the same address. 
Robert L. Lake, secretary of the com- 


pany, is in charge of the New York 
office, 


The Dalton Electric Heating Com- 
pany, Inc., has moved its office and 
factory from 164 Federal Street, Bos- 
ton, Mass., to 287 Bridge Street, Salem, 
Mass. 

H. E. Lapkin, who has been connected 
with the National Carbon Company of 
San Francisco, Calif., for the past 
twenty years, has resigned to establish 
his own business as manufacturers’ 
representative at 671 Fourteenth Ave- 
nue, San Francisco, Calif. 


Jacob Brothers have opened a new 
store at 44 Ralph Avenue, Brooklyn, 
N. Y., where they will handle a full 
line of lighting fixtures, electrical sup- 
plies and appliances. They will also 
continue their contracting business. 


The Electrical Supply Company, New 
Orleans, La., recently leased a new six- 
story building at 201 Magazine Street, 
to provide facilities for increased busi- 
ness. Leo Hirsch is president, and 
Maurice Elgutter is vice president. 


The Lycoming Edison Electrical Com- 
pany has recently been incorporated 
and established at 211 Market Street, 
Williamsport, Pa. The officers are: 
C. A. Schultz, president; R. L. Waltz, 
vice-president, and H. §S. Orth, secre- 
tary and treasurer, all formerly officers 
of the Lycoming. Edison Company of 
Williamsport. 

The Dolson Electric Shop has been 
opened at 314 Third Street, Eureka, 
Calif. Rush Dolson, electrical con- 
tractor-dealer is the proprietor. 


A. R. Small, vice-president of the 
Underwriters’ Laboratories at New 
York City, has been appointed chair- 
man of the Electrical (Code) Commit- 
tee, N. F. P. A., succeeding Dana 
Pierce, recently elected president of 
the Underwriters’ Laboratories with 
headquarters at Chicago. Mr. Small 
brings to the work a continuous con- 
tact with Electrical Committee matters 
extending over a period of eighteen 
years, during the last five of which he 
served as chairman of the standing 
committee on devices and materials. 
As vice-president and formerly super- 
intendent of the label service of Under- 
writers’ Laboratories, he is well 
acquainted with the problems and per- 
sonnel of the entire electrical fraternity 
concerned with Code matters. 


A. Archiletti, dealer in electrical 
supplies and fixtures, has moved from 
477 East Eighty-sixth Street, New York 
City, and is now located at 2914 West 
Fifteenth Street, Coney Island, Brook- 
lyn, New York. 

The Pacific Coast Electric Sales Co., 
331 Rialto Building, San Francisco, 
Calif., has been organized and desires 
to represent several reliable manu- 
facturers of electrical or radio products. 

Carmelo Silvesto, designer and maker 
of lighting fixtures, has moved into 
larger quarters at 4203 Third Avenue, 
New York City, from his former loca- 
tion at Park Avenue and 176th Street. 

C. D. Wheeler, who has been with the 
J. H. Cross agency in Philadelphia for 
tne past seven and a half years, has 
been made vice-president of the Nichols- 
Evans Company, Cleveland advertising 
agency. Mr. Wheeler was formerly 
advertising manager for the Genera: 
Electric works at Fort Wayne, Ind. 


The Interstate Sales Company, 191 
Fourth Street, Milwaukee, Wis., has 
been appointed distributor for De For- 
est radio products and will handle this 
line in Illinois, Wisconsin and Michigan. 
The company will deal exclusively in 
radio—wholesale only, and _ standard 
lines of radio merchandising alone 
will be carried, lines which can be 
offered with a feeling of security that 
every degree of protection can be of- 
fered and sales assistance given, de- 
clares the company. The company is 
controlled by the same interests which 
control the Badger Talking Machine 
Company, Victor jobber. David M. 
Kasson is vice-president and sales man- 
ager of the new company. 

The Belden Manufacturing Company, 
manufacturer of insulated wire, cable 
and cordage has moved its eastern sales 
office and warehouse from Metuchen, N. 
J., to 399 Market Street, Newark, N. J. 


L. G. LeBourveau has been appointed 
southestern representative of the 
Belden Manufacturing Company of 
Chicago with headquarters at 708 West 
Twenty-ninth Street, Jacksonville, Fla. 
His territory consists of the states of 
Florida, Georgia, North and South 
Carolina, Alabama, Mississippi and Ten- 
nessee (with the exception of Memphis). 

The Gabel Electric Company, elec- 
trical jobber, is now located in enlarged 
quarters at 145 West Twenty-second 
Street, New York City. 

















L. M. Klauber, general superintendent 
the San Diego Consolidated Gas 
trie Company who presided over 1 
Pacific Coast Electrical Association 
vention as president ‘“‘Larr 
of the famous white with 
which he took to New York with 
one celebrated occasion 
escaped its box and appeared 





ridors of the hotel. There seem to ve no 
doubt that there were those wh iw th 

snake, but there has recently been ome 
request for further evidence of its exist- 
ence. Unfortunately, however, the reptile 
caught pneumonia and died just before the 
Western convention, 
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Portable Electric Drill 


Electrical Merchandising, September, 1924 


As its 


name implies, the 
Special”’ 


drill made by the Cincinnati 
Electrical Tool Company, Cincinnati, 
Ohio, is especially adapted to garages, 
repair shops and general utility work. 
It has universal motor, for use on 110 
and 220 volt, a.c. and d.c., 25 to 60 
cycle, single phase circuits. The entire 
motor frame, switch handle and end 
handle are made from aluminum in 
order to obtain the lightest weight pos- 
sible. The patented operating switch of 
the make-and-break type is enclosed in 
the side handle of the drill and is oper- 
ated by a push button through the 
handle. Intended retail price, $58. 


“Garage 





Circuit Breaker 
Electrical Merchandising, September, 1924 


The Roller-Smith Company, 18 Park 
Place, New York City, is manufactur- 
ing a Type E circuit breaker which is 
recommended for all applications where 
a low-priced enclosed device is de- 
sired and where a “free handle” circuit 
breaker is not required. The two-pole, 
independent arm, Type E circuit breaker 
is so arranged that when one pole is 
closed and then the other, the pole first 
closed will open instantly if an overload 
exists at the time. The device is pro- 
vided for use on a.c. and d.c. circuits 
of 250 volts and less and 550 volts or 
less, a.c. List price, according to type 
and rated amp. capacity desired, $48 
to $236. 














Ignition System for Fords 
Electrical Merchandising, September, 1924 
The igniter of the new Type F igni- 


tion system for Fords, brought out by 
the Connecticut Telephone & Electric 
Company, Meriden, Conn., consists of 
but two moving parts, four parts in the 
complete assembly,—cam, breaker plate, 
distributor arm and distributor case. 
The coil is of the balanced circuit or 
resonant type. In addition to all wiring 
connections, the necessary wiring brack- 
ets and spark plug terminals are sup- 
plied. Intended retail price, $11.90. 
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al 
Small Motor 
Electrical Merchandising, September, 1924 


A miniature motor that will delight 
the heart of any boy is the No. 710 
motor brought out by the Knapp Elec- 
tric Corporation, 130 West Forty-second 
Street, New York City. It is operated 
from the ordinary 110-volt, a.c. or d.e. 
lighting circuit, just like a big motor, 
and eliminates the use of transformers. 
The diameter of the body, less base, is 
3% in. and its height over all, is 3% in. 


Its speed, running free, is approxi- 
mately 6,000 r.p.m., the manufacturer 
points out. Net weight, 241 lb. Intended 


retail price, $5.50. 























Electric Kitchenette 


Electrical Merchandising, September. 1924 


Even the smallest hall bedroom is 
large enough to accommodate the ‘Ser- 
vette” unit made by the Advance Appli- 
ance Company, Waterloo, Iowa. Its 
all-around usefulness is demonstrated 
by the illustration on page 4581, where 
it is shown in use by two small-apart- 
ment dwellers. When closed, the ‘“Ser- 
vette” is a decorative article of furni- 
ture. When opened, it provides a stove, 
on which to prepare meals and a table 
from which to eat them. It has com- 
partments for cooking utensils, linen, 
cutlery and china and for the food. 
The table, which also serves as an 
ironing board when needed for this 
operation, may be quickly and easily 
hung on the back of the “Servette” and 
out of sight when not in use. Finished 
in walnut, brown mahogany, French 
gray or white enamel, as desired. 





Curling Irons 
Electrical Merchandising, September, 1924 


Both of the electric curling irons illus- 
trated, made by the Russell Electric 
Company, 340 West Huron Street, Chi- 
cago, have a separable plug in the han- 
dle to provide convenient disconnection 
while they are in use. Current con- 
sumption is very carefully checked to 
within 0.02 amp., the manufacturer de- 
clares, so that the irons will not over- 
heat on circuits of their rated voltage. 
The smaller iron, No. 3, is 19% in. long 
while No. 5 is 12 in. long. The irons 
have brass rods and handles with rose- 
wood finish. Intended retail price of 
each, including heat-insulated stand, 
plug and cord, $3.75. 











Porcelain Bracket 
“ Electrical Merchandising, September, 1924 


To harmonize with the customary 
white bathroom, kitchen and h«spital fix- 
tures, the McGill Manufacturing Com- 
pany, Valparaiso, Ind., has brought out 
a white glazed porcelain bracket. The 
method of operating the socket 1ortion, 
the manufacturer points out, is dis- 
tinctly novel in that the lever serves 
not only as the operating control but as 
the finishing knob also. The position of 
the lamp may be reversed if desired so 
that the lamp will be converted into the 
usual drop-light fixture. 








Bar for Outlet Box Support 


Electrical Merchandising, September, 1924 


The new “ 
made by the 
Company, 
signed that 


3endit’’ box bar, No. 2,260, 
National Metal Molding 
Pittsburgh, Pa., is so de- 
it may be fastened between 


joists or studding edgewise like an “I” 
beam. On the other hand it may be 
nailed flat on the bottom of joists, like 
an ordinary bar, when a 3-in. shallow 
pan is installed, and plaster, ete.. will 
cover. The bar and its accompanying 
clamp are made to fit any standard out- 
let box. 
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Bracket-Type Fixture 

Electrical Merchandising, September, 1924 

The shades of the new line of dining 
room fixtures introduced by the Handel 
Company, Meriden, Conn., are made of 
“Fabrikon,’ which resembles’ vellum- 
like parchment in appearance, hand- 
painted in artistic designs and finished 
with an artistic sheen that sparkles and 
glitters with each beam of light. The 
double side-wall sconce illustrated is 
known as No. S974 and may be obtained 
in polychrome silver with turquoise 
decorative pendants or polychrome gold 
finish with amber decorative crystals. 
Included in the dining room line of 
fixtures are double and single side-wall 
sconces, with choice of three different 
shades, and ceiling fixture of three- 
candle type. 





Electric Grate 


Electrical Merchandising, September, 1924 

The soft glow and soothing influence 
of the winter-time fireplace can be en- 
joyed in those seasons of the year when 
an honest-to-goodness fire would be too 
uncomfortably warm, by the installation 
of the electric grate. The fireplace illus- 
trated presents a faithful reproduction 
of the coal-burning grate and is made 
by the Pioneer Fireplace & Supply Com- 
pany, 5325 West Lake Street, Chicago, 
Ill. It is known as Model No. 92 and 
=a price, in 24-in. front size, is 




















Electric Fountain 

Electrical Merchandising, September, 1924 

A few pieces of cracked ice placed 
in the ‘‘Mermaid” electric fountain made 
by Walter L. Haanel & Company, 4521 
Ravenswood Avenue, Chicago, will help 
to cool a room during the sweltering 
summer weather. In winter, it will 
moisten the air when the heating appa- 
ratus is going full blast. The fountain 
is a lamp-socket device and is operated 
by a motor-driven pumping unit which 
is attached to the center of the basin. 
The height of the water sprays (of 
which there are 24) is regulated by 
means of a small switch on the outside 
of the fountain. No water connections 
are necessary as the same water is 
pumped over and over. A ruby-colored 
lamp, with fluted iridescent shade, 
lights the center of the fountain. In- 
tended list price, $65. 








Electric Screw Driver 

Electrical Merchandising, September, 1924 

That it will drive any screw that can 
be driven by a hand brace is claimed 
for the new electric screw driver made 
by the John Steptoe Company, Cincin- 
nati, Ohio. It weighs but 5 lb. and is 
equipped with an aluminum pistol-grip 
handle which may be removed at will. 
One of the features of the tool, the 
company points out, is that the bit does 
not revolve continuousiy while the cur- 
rent is turned on, as it is equipped 
with a clutch which becomes engaged 
only when the end of the bit is placed 
in the screw slot and pressure applied 
to the machine. Intended retail price, $65. 








5-Tube Receiver 
Electrical Merchandising, September, 1924 


In addition to its TRF-50 radio out- 
fit described elsewhere in this section, 
the Magnavox Company, Oakland, Cal., 
has brought out its TRF-5 unit which 
also has a 5-tube circuit. The set itself 
is similar in design to the TRE-50 re- 
ceiver except that it is installed in a 
simpler cabinet without built-in repro- 
ducer. Intended retail price, without 
tubes or batteries, $125. 


























Electric Cement Pot 
Electrical Merchandising, September, 1924 
The electric cement pot made ky the 

Whitney Company, 143 Liberty Street, 
New York City, is equipped with two 


automatic heats. The high heat is 
usually set at 280 deg. for quickly 


melting the cement, which, it is de- 
clared, flows in 15 min. The low heat 
of 260 deg. keeps the substance in solu- 
tion, so that it flows freely through the 
outlet and pet cock which are heated 
to 360 deg. A spring and foot pedal 
may be added, the manufacturer sug- 
gests. No. 604-C, with 1 gal. capacity, 
is intended for sale at $55. No. 607-C, 
with 5 gal. capacity, is listed at $119. 

















Wall Bracket Fixture 

Electrical Merchandising, September, 1924 
To match the new D-281 “Duplex-A- 
Lite,” the Miller Company, Meriden, 
Conn., has designed the wall bracket 
illustrated. Made in one-light (No. 628) 
or two-light (No. 629) fixtures, the 
bracket is finished in antique ham- 
mered gold and red or antique ham- 
mered silver and blue. 











ecia 
Battery Switch 

Electrical Merchandising, September, 1924 
The “Fil-Ko-Switch” device illustrated 

is a nickel-plated single-hole-mounting 

battery switch and is made by the D. X 

Instrument Company, Ine., Harrisburg, 

Pa. Intended retail price, 50c. 
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The Hoover 


doesn’t compete 
with its dealers. 
Its only stores are 
its — stores. 


THE HOOVER COMPANY, NORTH ae OHIO 
The watery ne ake rgest maker = electric cleaners 
The Hoo > ma peril n Canada, at Ha ear n, Ontario 
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Electric Range 
Electrical Merchandising, September, 1924 


For larger sized apartments’. the 
Standard Electric Stove Company, 
Toledo, Ohio, is offering its No. 639 
electric range which has a large 
aluminum-lined oven above, a cooking 
top with three open or enclosed type 
hotplates and a fireless cooker compart- 
ment. A _ broiler with large burner is 
provided below. Automatic or non-au- 
tomatic range may be had, as desireu. 
Non-automatic, plain finish range listed 
pala full automatic, white porcelain, 





Battery Switch 


Electrical Merchandising, September, 1924 


The Yaxley Manufacturing Company, 
217 North Desplaines Street, Chicago, is 
manufacturing a new midget battery 
switch. It has one nut mounting in 
single panel hole, quick snap-break con- 
tact and an escutcheon plate shows “on” 
and “off’’ positions. Intended retail 
price, 60c. 











Dustproof, Protected Lighting 
Fixture 
Electrical Merchandising, September, 1924 


The DP ABolite fixture illustrated is 
especially designed for lighting units 
intended for installation where dust is 
likely to be harmful. It is made in all 
Form type reflectors except the Angle 
Bowl, and for al! sizes of lamps up to 
200 watts. Manufacturer: AB Prod- 
ucts Division, National Screw & Manu- 
facturing Company, Cleveland, Ohio. 





Combination Phonograph and 
Radio Outfit 


Electrical Merchandising, September, 1924 


A 5-tube radio set, incorporating the 
“Pathé” Type-P phusiformers, is in- 
cluded in the combination radio and 
phonograph unit made by the Pathe 
Phonograph & Radio Corporation, 20 
Grand Avenue, Brooklyn, N. Y. There 
is room in the cabinet for all batteries 
so that the entire radio outfit is self- 
contained. The illustration shows the 
Adam style, which is a moderate-priced 
cabinet and which blends into both dig- 
nified and luxurious surroundings. The 
radio panel may also be installed in the 
Hepplewhite or Sheraton model, if de- 
sired. 








Reflector Flange With Pendant 
Plug-In Switch 


Electrical Merchandising, September, 1924 


Mounting of the new porcelain re- 
flector flange developed by the Edwin 
F. Guth Company, St. Louis, Mo., is 
accomplished by means of a threaded 
bridge or stirrup, which may be at- 
tached to fixture stud or screwed direct 
to ceiling. If desired, a_ porcelain- 
enameled metal extended bridge, pro- 
jecting 34 in. beyond the upper edge 
of the flange, for pendant plug-in 
switch, can be provided. The plug-in 
switch permits the use of various appli- 
ances without interfering with the light, 
thus providing an extra convenience 
outlet. The flanges are made in five 
sizes and any glass of standard fitter 
dimensions may be used. Intended list 
price of flange, with pullchain socket 
(without extension bridge) with 24-in. 
fitter, $2.40. 











Loudspeaker 

Electrical Merchandising, September, 1924 

The intended retail price of the loud- 
speaker distributed by the Th. Gold- 
schmidt Corporation, 15 William Street, 
New York City, was mentioned on page 
4540 of the August issue as $7.50. This 
price was incorrectly stated and shouid 


9° + 


have been $27.50. 


Dining Room Fixture 


Electrical Merchandising, September, 1924 





Ming, Classic or 
Tudor models of the 
new dining room fix- 
ture made by the 
Crescent Brass Prod- 
ucts’ Company, 8410 
Lake Avenue, Cleve- 
land, are now avail- 
able. The Tudor de- 
sign is illustrated. 
The holder is made 
of aluminum and is 
of closed type. The 
fixture itself is fin- 
ished in silver and 
old gold and is made 
with 6-in. or 10-in. 
fitter. The shades 
have an opening in 
the bottom to permit 
a flood of light on 
the dining room 
table. The fixture is 
listed as No. 6020. 























Lightning Arrester 
Electrical Merchandising, September, 1924 


Accompanying the “Fil-Ko-Arrester” 
made by the D. X. Instrument Company, 
Harrisburg, Pa., is a special guarantee 
which provides a _ so-called insurance 
against damage to a radio set equipped 
with a “Fil-Ko-Arrester.” Should light- 
ning strike an aerial to which this 
arrester is attached and damage the 
radio set, the company has agreed to 
repair the set or pay the purchaser of 
the arrester $100. This guarantee, how- 
ever, it is explained, is valid only if the 
instrument has been bought at the list 
price of $1.59, a provision intended to 
reduce price-cutting and maintain the 
dealer’s profit. 





Radio Jack 
Electrical Merchandising, September, 19°24 


The radio jack illustrated is made by 
the Adams Radio Manufacturing Com 
pany, 716 West Madison Street, Chi- 
cago, and is furnished with three spacer 
washers for adjustment to any thi k- 
ness of panel. No. 504 is an open-circuit 
jack. It has three spring make one 
contact and has single filament control 
Intended retail price, $1. 
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Get these two things FREE in September 















Here I Am! 


I turn 


(* * electric lights 


Bons! on and off 
oa regular rly 


Ask somebody 


to demonstrate me 


has me in sto 


wide made in three days. 


1. Tork Display Board 


THIS new display board, with YOUR 
NAME EMBOSSED in the space ringed with 
a white line, has been designed and built 


ready to ship post-paid to every TORK 
CLOCK dealer who wants to use it. 


When you write for the Tork Display 
Board be sure to send the exact lettering 
of your name as you wish it to appear. 
Embossing will be done and shipment 



















2. Giant Ads for Your 
Windows and Walls | 


The TORK CLOCK advertisement of 
October 4, 1924 in the Saturday Eve- 
ning Post has been reproduced in large 
size. Two of these Giant Ads will be 


sent to you on request. 





These Giant Ads posted in your win- 
dow will produce many good TORK 
CLOCK inquiries, and the Tork Dis- 
play Board will help you to close these 
sales easily and quickly. 





The Saturday Evening Post 
ae, i ike October gib, 1924 


Don’t Neglect Your 
Signs and Windows. 


Regular lighting makes store windows and 
signs your most profitable assets. I keep them 
asi for you—automatically. 


I am a TORK CLOCK. 


A I turn electric lights on and off 
H regularly—at the hours set. You 


simply wind me once a week. 


CONFIDENTIAL: A hosiery buyer beard one of the cther 
buyers begging the advertising manager for space to advertise an 
Hess ioe Tog arma chuckled. ehleds el have secangea foe 8 win 
tow Seempey bagi ing Thursday piskeat ars wives exces socks 
than all the advertisements.” 
NOT SO CONFIDENTIAL: early a “I's 
a sign of satisfaction when every night. Other- 
souk comioas é sae $0 cieke yaar cool 't aflord it. 


TORK CLOCKS are the simplest devices obtain 


able for regulating the daily use of electric lights, : 


Built by the — segPige en ag ny, makers of 
fine clocks for half a century, for the 


TORK COMPANY 
te TORK TIMERS, each for 


paso dh use! Lie 
je sta home pipet. 





TORK COMPANY.§ West 40th Street, New York 
Gend me complete description and prices of TORK 





New Tork Clock Bulletins Issued September 2, 1924 


WRITE at once for your copy of No. 24092 TORK CLOCK bulletin 
which cancels all previous issues. Keep up to date on TORK CLOCKS. 


TORK COMPANY, 8 West 40th Street, New York 
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Metal Cutting Machine 


Electrical Merchandising, September, 1924 


The Racine Tool & Machine Company, 
Racine, Wis., is the manufacturer of a 
metal cutting machine which is a port- 
able unit, Gperating from the ordinary 
lighting circuit. It is driven by a 4-hp. 
motor and is made to cut stock up to 
4 in. x 4 in., although a simple adjust- 
ment will make possible the cutting of 
6-in. stock by turning the material once, 
the manufacturer points out. 





Portable Radio Receiver 
Electrical Merchandising, September, 1924 


George Richards & Company, 557 
West Monroe Street, Chicago, is manu- 
facturing a six-tube portable radio re- 
ceiver—the ‘“Hemco’’—that is encased 
in a brown Spanish leatherette case, so 
constructed, the company points out, to 
withstand rain to the same degree as 
an ordinary suitcase. It measures 19 
in. x 14 in. x 8 in and including bat- 
teries, weighs 28 lb. The set provides 
three stages of radio amplification, de- 
tector and two stages of audio ampli- 
fication. 




















Growler for Armature Testing 
Electrical Merchandising, September, 1924 


The poles of the new A-32 growler made 
by the Allen Electric Manufacturing 
Company, 2055 Lafayette Boulevard, 
West, Detroit, Mich., are designed to 
test the smallest starter armature as 
well as a 6-in. armature. An adjustable 
rheostate controls meter current to com- 
pensate.for different kinds of armatures. 
A red signal lamp lights while the growler 
is switched on to give protection against 
burning out. Intended price, $39. 

















Through-the-Windshield 
Spotlight 
Electrical Merchandising, September, 1924 


A half-circle radius, to left or right 
up or down, is covered by the “Cir- 
clite’” spotlight made by the Great 
Lakes Auto Products Company, 4619 
Ravenswood Avenue, Chicago. It may 
be locked rigidly in any desired position 
by a turn of the thumb nut and rough 
roads, the company declares, will not 
jar it loose. It may also be removed 
from its mounting without the use of 
tools and used as a trouble light, as 
the long cord permits it to reach all 
parts of the car. Intended retail price, 
$12. 


Running-Board Lights for 
Automobiles 


Electrical Merchandising, September, 1924 


Port and_= starboard 
lights for the running- 
boards of the car have 
been brought out by 
the American Auto 
Lamp Company, Inc., 
507 West Fiftieth Street, 
New York City. The 
lights are designed in 
the shape of lanterns 
and are fitted with mag- 
nifying fresnel lenses, 
one with a red light for 
the left side of the ear, 
the other with a green 
light for the right side. 
They are made of brass, 
nickel-plated, and each 
light is supplied with a 
6-8-volt, 21-cp. lamp. 
Intended retail price, 
per pair, $9. 


- 











Traffic Signal 
Electrical Merchandising, September, 1924 


The sound of the ‘Sterling’ Type F 
siren made by the Inter-State Machine 
Products Company, Inc., Rochester, 
N. Y., means “fire trucks coming.” The 
signal can be operated from an ordinary 
snap switch as the running load is de- 
clared to be only 24 amp. on 110 volts, 
or it can be controlled from fire head- 
quarters or any fire house by the use of 
a siren control box and relay. The 
box is designed to operate the siren 
automatically for a period of 3 min. 
at intervals of 3 sec. on and 3 sec, off. 
The siren is operated by a % hp. motor. 
Its weight is 14 lb. and is finished in 
red enamel. Intended price of the siren, 
$35; relay, $20; control box, $21. 











Radio Plug 


Electrical Merchandising, September, 1924 


The new one-phone plug made by the 
Yaxley Manufacturing Company, 217 
North Desplaines Street, Chicago, is de- 
signed to fit any jack and its short 
length handle, the manufacturer points 
out, makes it particularly desirable for 
compact portable sets. Intended retail 
price, 59ec. 





Condenser 
Electrical Merchandising, September, 1924 


The new No. 610, 11-plate variable 
condenser announced by the Kellogg 
Switchboard & Supply Company, Chi- 
cago, has a minimum of .000014 and a 
maximum of .00035 m.f.d., the company 
points out, and has as part of its con- 
struction a micrometer vernier con- 
denser with a minimum capacity of 1 
micro-microfarad and a maximum of 
ten micro-microfarads. The condenser 
is designed to provide a vernier of 
minute capacity that can be used as 
a bias; to eliminate unnecessary’ wir- 
ing; to limit the number of parts neces- 
sary in the set; and to provide efficiency 
in circuits requiring grid, micrometer 
or biasing condenser. Listed at $5.50. 
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New Merchandise 
to Sell 


(Continued from second page preceding) 





Plug-In Switch 


Electrical Merchandising, September, 1924 


The new combination pendent switch 
and receptacle brought out by the 
Cutler-Hammer Manufacturing Com- 
pany, Milwaukee, Wis., is arranged to 
control the lighting unit and at the 
same time take any appliance. The two 
features, it is pointed out, are inde- 
pendent of each other, the receptacle 
being direct-connected so that whether 
the light switch is on or off, any appli- 
ance may be plugged in and operated. 
The receiving slots are made to take 
any standard plugs. The switch is 
easily wired and does not require any 
alterations in the building wiring. 
Intended retail price, 75c. 





Portable Radio Set 


Electrical Merchandising, September, 1924 


Two stages of tuned radio frequency 
amplification, (using shielded Ballan- 
tine vario-transformers) are contained 
in the circuit employed in the Model 400 
receiver brought out by the Boonton 
2Zadio Corporation, Boonton, N. J. For 
ease in carrying, the receiver is divided 
into two cases, camera size, one Case 
containing the set and the other the 
batteries. This plan permits the pur- 
chase of a receiver only, if the user 
already has the batteries or does not 
wish an extra cabinet for carrying 
them. The combined weight of both 
cases, including the batteries, tubes and 
headset, is less than 20 Ib. Intended 
retail price of receiver, without tubes, 
batteries or phones, $75; battery case, 
with batteries, phones, but without 
tubes, $24. 























Curling Iron 
Electrical Merchandising, September, 1924 
The “concealed spring” is the impor- 
tant feature of the new No. 52 curling 
iron made by the Lincoln’ Electric 
Works, 1546 First National Bank Build- 


ing, Chicago. The spring is so con- 
structed and concealed that no hard 


pressure will destroy its shape or form 
and thereby preventing its breaking. 
Intended retail price, $1. 























Radio Condenser 
Electrical Merchandising, September, 1924 


The 22-plate condenser illustrated, 
made by the Bruno Radio Corporation, 
300 Water Street, New York City, is 
declared to have a maximum capacity 
of 0.00053 mfd. and a minimum capac- 
ity of 0.000006 mfd. Because of the 
fact that the two stator sections are 
electrically insulated from each other, 4 
user may obtain by series, or parallel 
connections of the binding posts, a 7 or 
2-11 or a 22 plate condenser, the com- 
pany points out. The condenser can 
be used to tune two stages of radio 
frequency with one dial and _ should 
therefore, says the company, appeal to 
the amateur who wishes to cut down on 
the number of tuning controls. In- 
tended retail price with vernier, $6.50. 





Radio Outfit 


Electrical Merchandising, September, 1924 

To round out a complete line the 
Magnavox Company, Oakland, Cal., has 
brought out two new receivers, the set 
illustrated, TRF-50, and its TRE-5, 
which is described elsewhere in this sec- 
tion. 

TRF-50 has a 5-tube circuit consist- 
ing of two. stages of tuned radio 
frequency, detector and two stages of 
audio frequency. It has Magnavox unit 
control tuning and built-in Magnavox 
loudspeaker. The cabinet is of period 
design, with hand-rubbed antique finish. 
Intended retail price, without tubes or 
batteries, $150. 








Two-Stage Amplifier 
Electrical Merchandising, September, 1924 


To match its new No. 50 one-tube 
regenerative receiver, the Crosley Radio 
Corporation, Cincinnati, Ohio, has de- 
veloped its No. 50-A two-stage ampli- 
filer which has one control knob and a 
filament switch for shutting off the cur- 
rent from the “A” and “B” batteries. 
When used in connection with the No. 
50 receiver it gives the equivalent of a 
three-tube regenerative receiver, 
the company. Intended list price, $18. 
The company has also brought out a 
One-stage amplifier, designed specially 
to match its No, 51 receiver. It is 
listed at $14. 
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Electric Double Boiler 


Llectrical Merchandising, September, 1924 


New among the electrical table de- 
vices on the market is the double-boiler 
illustrated, made by the White Beauty 
Klectrie Company of Chicago, Ill it 
is made of heavy aluminum and it 
capacity is 14 qt Food placed in the 
double boiler will boil in ten minute 
the manufacturer points out The el 
ment is replaceable \ Mall wire 
stand is furnished with the boiler to 
prevent scorching of the table Intended 
retail price, $6 
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Morethan 3,000,000 C-H 


Seventy-Fifty Switches in 
use today 














TheC-H Push Button Socket 


— beauty combined with Thousands of Hands Every Hour 


Little wonder that many people have the 
idea that every push button operated device 
is built by Cutler-Hammer! Pioneered by these 
engineers who have contributed so much to the | 





industry—and serving well in millions of 
places today, this most convenient of all switch 
mechanisms has made many friends. Thousands 
of hands every hour reach for the buttons of 
C-H switches—and eyes follow to the C-H 
trade mark close by. What greater asset could 
any one enjoy than the acknowledged satis- 
ie a oa faction of the people he serves? 


The first and best candle 
length socket 








THE CUTLER-HAMMER MFG. CO. 


Switch and Specialty Department 
MILWAUKEE, WIS. 
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New Merchandise 
to Sell 


(Continued from second page preceding ‘ 





Electric Cooker 
Electrical Merchandising, September, 1924 


Two kinds of vegetables and a meat 
pie, for instance, or three other varieties 
of foods can be cooked on the new 
cooker brought out by the Edison Elec- 
tric Appliance Company, 5600 West Tay- 
lor Street, Chicago. The cooker consists 
of a 6-in. stove conirolled by a 3-heat 
Switch and a complete set of dishes for 
baking, boiling, frying, steaming, etc. 
Designed for use on 100, 110 and 120- 
volt circuits. Intended retail price, with 
aluminum dishes, $27.75 ; without dishes, 
$22.75. 





Three-Tube Receiver 
Electrical Merchandising, September, 1924 


The No. 52 outfit announced by the 
Crosley Radio Corporation, Cincinnati, 
Ohio, is a three-tube Armstrong regen- 
erative receiver, consisting of a tuner, 
regenerative detector, two stages of 
audio frequency, phone jack to plug in 
on two tubes and filament switch to 
turn off the “A” and “B” batteries 
when the set is not in use. The set is 
mounted in a mahogany-finished cabi- 
net. Intended retail price, $30. 








Toaster 
Electrical Merchandising, September, 1924 


Although in construction it is similar 
to the company’s present model, the new 
“Toast-over”’ toaster announced by the 
Edison Electric Arnoliimes Company, 
5600 West Taylor S-rect, Chicago, is 
ornamental in design and somewhat 
larger in appearance than the older 
model. It is made for use on 100, 110, 
120, 200, 220 and 240-volt circuits. In- 
tended retail price, $8. 


























Curling Iron 
Electrical Merchandising, September, 1924 


The “Boudoir” electric curling iron 
made by the Gold Seal Electric Com- 
pany, 2110 Woodland Avenue, Cleve- 
land, Ohio, has detachable clamp which 
fits snugly over a §-in. barrel, giving 
the iron an extremely neat appearance. 
It has ebony handle. Intended retail 
price, $1. 





Sign Receptacle 
Electrical Merchandising, September, 1924 


The edge of the ring of the new sign 
receptacle announced by the Besco Elec- 
trical Manufacturing Corporation, 260 
Stone Avenue, Brooklyn, N. Y., is 
deeply corrugated, to enable one to ob- 
tain a firm grip on it to screw the ring 
tightly into place. The receptacle is 
finished with or without leads, the 
leads being No. 14 B. & S. gage, 6 in. 
long. One lead is black and the other, 
connected to the metal shell, is white, 
to facilitate wiring. 











Adjustable Keyless 
Candle Socket 


Electrical Merchandising, 
September, 1924 


Short sockets and 
other “specials” are 
available in the two-arm 
type of candle socket 
brought out by the 
Hart & Hegeman Manu- 
facturing Company, 
Hartford, Conn., for 
proper adjustment of 
the fixture is obtained 
by inserting a screw- 
driver between the arms 
and adjusting the socket 
to the height desired. 
Intended retail price, 
about 17c. 

















Relay for Alarm Systems 
Electrical Merchandising, September, 1924 


Style 401, the new relay for burglar 
and fire alarm systems, made by 
Struthers Dunn, 1109 Race _ Street, 
Philadelphia, is similar to the com- 
pany’s thermostatic control relay, Style 
400, with the addition of a hold-in de- 
vice which holds the relay closed and 
rings a bell or signal until it is reset 
either mechanically or electrically. An 
easy method of restting has been ar- 
ranged, the company explains, for both 
mechanical and electrical resetting so 
that either of these methods can be 
used, the one not interfering with the 
other. 








Electric Steam Radiator 
Electrical Merchandising, September, 1924 


Folks who are considering the instal- 
lation of a new heating system for the 
coming winter will be interested in the 
electric radiator which is gaining favor 
as a convenient and comfortable heating 
medium. The Scheeline Manufacturing 
Company, 76 Tehama Street, San Fran- 
cisco, Cal., has developed an _ electric 
steam radiator which consists of cast 
iron sections with a cast iron boiler, 
containing electric heating elements of 
Chromel “A” resistance wire in multi- 
ple, placed underneath the sections. The 
elements are automatically controlled 
by a positive pressure-operated regula- 
tor, which is set to break circuit at 
10 lb. steam pressure, or its equivalent, 
240 deg. F. The radiators are finished 
to harmonize with any interior color 
scheme. 











Flush Receptacle 


Electrical Merchandising, September, 19°24 


The 3esco Electrical Manufacturing 
Company, 260 Stone Avenue, Brooklyn, 
N. Y., is announcing a new composi 
tion flush receptacle, provided with slot 
for parallel and tandem blades TT 
contacts and terminals are punched 
one-piece heavy phosphor bronze metal, 
and, sas the manufacturer, the devi 
i particularly adaptable to thir 
tition measuring pproxtit it 
deep, 
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News of the Trade 
(Continued from page 4601) 


The Robertson Cataract Electric Com- 
pany, Utica, N. Y., announces that its 
retail and wholesale store at 508 Char- 
lotte Street, known as the Utica Elec- 
trical Supply Company, has been closed. 
A new “wholesale only” business has 
been opened at 25 Whitesboro Street 
under the name of the Robertson- 
Cataract Electric Company. 

The Hyland Electrical Supply Com- 
pany, jobber, has just moved to a new 
location at 700 West Jackson Boulevard, 
Chicago, where there is available 25,300 
sq.ft. of floor space for office, stock ana 
display purposes. An unusual feature 
of the new quarters is the installation 
of “Elexits,” making possible the inter- 
change of fixtures, as desired. 

The Toledo Cooker Company is now 
known as the Swartzbaugh Manufac- 
turing Company, the change being 
necessary, it is pointed out, because of 
the variety of products the firm is now 
making. The original line consisted 
chiefly of steam and fireless cookers 
but at the present time the company 
also manufactures electrical appliances, 
line construction equipment and food 
conveyors. Under the trade name of 
“Everhot,”’ a complete line of lamp- 
socket appliances is being developed, 
consisting of table stoves, reflector 
heaters, irons, curling irons, drying 
combs and soldering irons. No change 
is made in the executive personnel. 


The Magnus Electric Company, New 
York City, announces the opening of 
two new foreign branches, one in 
Mexico, at Avenida Republica Del 
Salvador No. 77, Mexico City, D. F., 
Mexico; and another in New Zealand, in 
Cooper’s Building, Wellington. Both 
branches carry stock for shipments. 


The Amboy Lighting Company, 
Perth Amboy, N. J., is expanding its 
wholesale business in Southern New 
Jersey by enlarging its sales force. 


The Majestic Electric Appliance Com- 
pany of San Francisco, Calif., an- 
nounces the appointment of E. N. 
Brown as general manager. 


L. Sykes, vice-president of the Any- 
lite Electric Company, Fort Wayne, 
Ind., is in England for an extended visit 
with relatives and friends. Mrs. Sykes 
and his daughters accompanied him. 


The Western’ Electric Company 
announces the opening of a new branch 
wholesale house at Albany, N. Y., at 88 
Hudson Street. J. J. Portley, who has 
represented the company in the Albany 
district for some years past, has been 
appointed manager of the new branch 
which is the forty-ninth supply dis- 
tributing branch house in the Western 
Electric national chain. Complete 
stocks of wiring supplies, conduit, 
lamps, lighting fixtures, motors, motor 
control apparatus, line materials, power 
and light plants, household electrical 
appliances, etc., will be distributed from 
this house to the electrical trade. 
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YOU REALIZE SUDDENLY THAT THE REST 
OF THE FAMILY HAVE GONE TOD BED LONG 
AGO, AND AFTER CHARTING YOUR COURSE 
TO THE HALL SWITCH, PUT OUT THE LIGHT. 


ee 





OBJECT WHICH, FROM THE SOUND OF 
FALLING HATS AND SLIDING OVER - 


COATS YOU DEDUCE ISTHE COATRACK = OVER IT 





SSO art 


YOU REMEMBER THAT THE SWITTH IS 

ONLY A PEW FEET FROM THE TABLE, 
BUT FORGET UNTIL TOO LATE THAT 
THE DINNER GONG HANGS BETWEEN 


gametes: 











YOU HOLD TO A STRAIGHT COURSE 
UNTIL A SUDDEN ENTAN6LEMENT 
WITH THE PORTIERES THROWS 
YOU OFF YOUR BEARINGS 


WITH THIS CLUE TD YOUR BEARINGS 
YOU CROSS TO CTHER WALL. AND 
START SWEEPING YOUR. HANDS 


ASSURING THE STARTLED HOUSEHOLD FIND THE RIGHT BUTTON. witlt 
THAT THERE'S NOTHING THE MATTER, 
YOU COME TO THE SWITCH AT LAST 
AND AFTER PUTTING ON THE PORCH 
AND CELLAR LIGHTS IN TURN, 


| [The Radium Cure for Groping,” by Gluyas Williams 









APTER SOME GROPING YOU LOCATE 
f WALL, DECIDE THE SWITCH TO THE 
HALL LIGHT MUST BE ALONG HERE 
SOMEWHERE, AND START RUBBING 
YOUR HANDS OVER WALL. 












CONTINUING UNTIL ‘YOU COME A- 

BREAST THE HALL TABLE WHERE 
BY QUICK WORK YOU ARE JUST ABLE 
TO KEEP THE. VASE PROM SHATTERING! 





ONE FINAL GLARE AT THE SWITCH 
YOU GO UP FORGETTING UNNL. SNUG IN 
BED THAT YOU DIDN'T SWiTTH OFF 
THE PORCH LIGHT AGAIN 








Courtesy of Bryant Electric Company | 


The Southwest Radio Jobbers’ Asso- 
ciation of Dallas, Texas, recently or- 
ganized, includes in its membership 
radio jobbers and radio manufacturers 
having places of business or branches 
in the state of Texas, Oklahoma, 
Arkansas, Louisiana and New Mexico. 
L. F. Philo, general manager of Tel- 
Electric Company, Houston, Texas, is 
president; J. G. Cummings, radio man- 
ager of Southern Equipment Company, 
San Antonio, vice-president; and Al. I. 
Folsom, southwest manager of French 
Battery & Carbon Company, Dallas, 
Texas, secretary-treasurer. Member- 
ship committee consists of Will J. 
Schnelle, general manager Texas Radio 
Sales Company, Inc.; C. C. White, man- 
ager, C. C. White Electric Company; 
and D. A. Broden, Texas manager of 
National Carbon Company, all of 
Dallas. 


The Liberty Electric Corporation, 
Stamford, Conn., has recently taken 
possession of its new factory contain- 
ing over 35,000 sq. ft. of floor space. 


J. L. MacDonald has been appointed 
advertising manager for the Edwin IF. 
Guth Company, St. Louis, Mo. He was 
formerly connected with the Oliver Oil 
Burner Company, also of St. Louis. 


The Scofield-Hendricks Company, 
Hartford, Conn., has incorporated un- 
der the laws of the State of Connecti- 
cut to do a general wholesale electrical 
supply business. G. H. Scofield is 
president and R. E. Hendricks secre- 
tary and treasurer. 


The WorkRite Manufacturing Com- 
pany of Cleveland has recently opened 
a branch in Los Angeles where it will 
manufacture WorkRite five-tube neu- 
trodyne sets. This Pacific Coast fac- 
tory is under the direction of Emmet 
R. Patterson, who is well known to the 
western trade. With the establishment 
of this Pacific Coast factory branch, 
the WorkRite company has also opened 
a western sales office in Los Angeles, 
at 239 Los Angeles Street. This branch 
of the business is managed by J. A. 
Hymer, sales manager. 


A. J. Cole, vice-president and gen- 
eral manager The McGraw Company, 
was elected president of the Nebraska 
section of the N.E.L.A. at a _ recent 
convention held in Omaha. This is the 
first time a man engaged in the elec- 
trical jobbing business has been made 
president of the association. He has 
been manager of the Platte Valley 
Power Company for the last three 
years, in addition to his association 
with The McGraw Company for the 
last nine years. He is also chairman 
of the board of directors for the elec- 
trical exposition to be held in Omaha 
next fall. Mr. Cole succeeds T. H. 
Fritts of the Central Power Company, 
Grand Island, retiring president of the 
association. 


The Grand Manufacturing Company, 
Dayton, Ohio, which was recently con- 
solidated with the Coffield Washer Com- 
pany, announces that in the future all 
purchases should be entered on The 
Coffield Washer Company in order to 
make for greater efficiency and economy 
in manufacture, service and general 
operations. 
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